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NOW! The New Orleans rddio station 
with 32.2% of the audience—W TIX —is 


20 times more powerful 
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One Station Reaching The Booming Upper Ohio Valley 
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Mail Pouch and Kentucky Club are two 

of the nationally famous buy-words 

which help contribute to the super 

market value of the WTRF-TV area. 

These and other quality tobacco prod- 

ucts are manufactured by The Bloch 

Brothers Tobacco Company of Whee- “| have been working for the Bloch 

ling, West Virginia . . . with 500 Brothers people for 22 years, and it's 

employees influenced by the program- part of my job to help protect the quality 
; : of our tobacco products. Even away from 

pny oe toe : PP . —— work I'm conscious of quality—in food, in 


~ ner clothing, in just about everything. That 
people spend 2% billion dollars includes TV-viewing, too, which is why the 


favorite station at our house is WTRF-TV.” 


KBTomeleleme airs N B F network color 
—— | 


ep, George. WHEELING 7, WEST VIRGINIA 


bery Company. 
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BUT 


287% of all Texas’ people 
307 of all Texas’ income 
317% of Texas’ retail sales 
¥ of all Texas’ TV homes 


> OKLA. COUNTIES 


KRLD-TV, Channel 4, telecasting with maximum power from atop 










KRLD-TV 


CHANNEL 4 DALLAS 


covers one-seventh of Texas area 








PLUS 
KRLD-TV 


Texas’ tallest tower 
1,685 feet above average terrain 











Texas’ tallest tower, sends its strong clear signal into 47 Texas counties... 
plus 5 in Oklahoma. This is the greatest area coverage of any Texas tele- 
vision station. BUT ... what is more significant is KRLD-TV's coverage in 
terms of PEOPLE, INCOME, RETAIL SALES and TV HOMES. In 
those terms, a map such as just above gives a more accurate picture. The 
KRLD-TV Texas area contains 2,570,500 people who spend $3,332,054,- 
000 annually of a Consumer Spendable Income of $4,270,706,000. There 
are more than 644,000 TV homes in this area. Truly, KRLD-TV CBS 
television for Dallas-Fort Worth, is the biggest buy in the biggest market 
in the biggest state. 


Sources: Consumer Markets, Dec. 15, 
1957. TV homes based on 
Texas TV Reports. 








KRLD-TV is the television service 
of The Dallas Times Herald, owners 


and operators of KRLD Radio, the 
only full-time 50,000 watt station in 
Dallas-Fort Worth. The Branham 
Ca Company, national representatives. 


Chonnol 4 Dallas JOHN W. RUNYON, CHAIRMAN OF THE BOARD @ CLYDE W. REMBERT, PRESIDENT 











TOLL GATE @ While question of pay-tv 
field testing has been dormant since Senate 
and House Committee actions inveighing 
against approval pending Congressional 
consideration of policy question, it’s en- 
tirely possible that House Commerce Com- 
mittee may take more positive position this 
session. FCC has said merely that it won’t 
process applications (none is pending) until 
30 days after Congress recesses, but House 
Committee may implement its previous 
action by advising FCC that it should not 
consider any applications until some fixed 
date, late March or April of 1959. This 
would give Congress time to legislate. 
- 


Question immediately arose in Washing- 
ton whether death of Comdr. E. F. Mc- 
Donald Jr., chairman of Zenith (story 
page 93), would put damper on pay tv 
crusade. He spearheaded drive from start, 
and, while others have gotten in on act, 
Mr. McDonald and pay tv came to be 
synonymous. 

s 


COMMUNITY PROBLEM @¢ Mushroom- 
ing of community antenna television sys- 
tems is beginning to give music licensing 
organizations problem—and it’s apt to be 
vice versa pretty soon. BMI, which till 
now has collected from only those CATV 
systems that originate programs, almost 
certainly is going to re-examine its policy, 
probably in relatively near future. At 
ASCAP, where CATV policy during “ex- 
perimental stages” is less clear, question 
is said to be in hands of legal department, 
whose officials report that ASCAP “def- 
initely” plans to try collecting from com- 
munity systems using ASCAP music. 


Radio-tv planners of D’Arcy Adv. Co., 
St. Louis, are highly gratified with response 
to Budweiser spot drive built around theme, 
“pick-a-pair of 6-paks,” even though only 
recently launched. They report heavy 
dealer activity and laud air media for 
tremendous impact of announcements on 
400 radio-tv stations. In words of one 
executive, “We have never seen anything 
like it.’ Campaign to run through July. 


DIGGING DEEPER ©® Federal grand jury 
probing Miami ch. 10 case last week in- 
terrogated Miami bank officers on accounts 
of former FCC Comr. Richard A. Mack 
and his friend, Miami attorney Thurman 
Whiteside, as well as insurance company 
and holding company in which Mr. Mack 
had interests, both gifts from Mr. White- 
side. Also appearing last week was finan- 
cial officer of National Airlines Inc. and 
Washington attorneys A. Harry Becker 
and Leo Resnick, who represented losing 
Miami ch. 10 applicants North Dade Video 
Inc. and L. B. Wilson Inc. respectively 
during FCC hearings. 


RL a AS A ES RS RCS LO CR 
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closed| circuit. 


In recent weeks witnesses appearing be- 
fore federal grand jury in Washington have 
been asked series of questions relating to 
personal social life of former Comrs. Mack 
and George C. McConnaughey as well as 
other present and former FCC officials. 
Queries have even alluded to deportment 
of officials at social gatherings. 

e 
DOUBLE DICKER @¢ Two-station tv 
sale may come to pass soon. Kenyon 
Brown, Bing Crosby and their associates 
in ownership of KCOP (TV) Los Angeles 
are negotiating with J. Elroy McCaw for 
acquisition of KTVR (TV) Denver (ch. 2) 
and KTVW (TV) Seattle-Tacoma (ch. 13). 
Discussions have been in progress some 
weeks. Latest word is that agreement 
seems near, with price in $2 million-plus 
category. 

e 

With 52 post-1948 films sprung for tv 
last year, giving United Artists Television 
Inc. 91 films to sell in 1957, company is 
understood to have more than doubled 
gross tv sales. In annual report to be 
issued Tuesday, it’s understood, UA will 
claim 1957 gross tv sales of $4.7 million— 
from gross $2 million in 1956 on its first 
packet of 39 pictures. 

* 
LOOKING FOR MERGER ® Geyer Adv., 
with offices in New York, Dayton and De- 
troit, is considering merger. It reportedly 
has been talking with number of agencies, 
principally firms with balanced industrial 
and package goods accounts. At one point 
last year Geyer was understood to have 
been approached by Erwin, Wasey & Co. 
during that agency’s quest for expansion 
but reportedly nixed deal on grounds it 
would be “buried” within large agency 
framework. Currently billing about $2 
million, Geyer has had special success with 
American Motors Corp. (Rambler), only 
Detroit automaker not singing recession 
blues. 

” 


FCC Chairman John C. Doerfer is slated 
to head U. S. delegation to Internationa} 
Telecommunications Union administrative 
conference on telegraph and telephone t¢ 
be held in Geneva starting Sept. 29. It’ 
expected chairman will be abroad fo 
several weeks. 

* 
CONFIRMATION @¢ While Senate Com}. 
merce action on approval of nomination of 
John S. Cross to be member of FCC (story 
page 74) was reported as unanimous, it} 
understood there was considerable discu 
sion at executive session last Wednesda 
regarding possible further hearing. Com 
mittee reportedly was of view that appoint 
ment, to fill vacancy created by forced res} 
ignation of Richard A. Mack, was not “op} 
timum”’ but that his background and recor¢| 
nevertheless merited confirmation. In cas}: 





of Democrat Robert T. Bartley to succeed 
himself for seven-year term, committee 
voted unanimously and with enthusiasm 
on favorable report, it’s understood. 

* 

Mr. Cross, will be sworn in this Friday 
(May 23)—probably by Chairman John C. 
Doerfer. He will serve until 1962. Comr. 
Bartley, reappointed for seven-year term 
until 1965, probably will take his new 
oath immediately upon expiration of his 
present term on June 30. 

& 


CATV POLICY ¢ Before FCC is called 
to appear before Senate Commerce Com- 
mittee in its second go-round on tv allo- 
cations, formal Commission policy study 
will be announced on subject of com- 
munity antenna systems. Senate Com- 
merce Committee is scheduled to renew 
its look into tv allocations, CATV, and 
other matters beginning May 27. FCC’s 
plans, it is understood, envisage general 
hearing on what position Commission 
should take on regulating CATV opera- 
tions—with parties on both sides of ques- 
tion being asked to submit policy and 
legal arguments. After this Commission 
hopes to make up its mind. 
e 


Shortly to be announced will be cen- 
tralization of operations of John W. Kluge 
stations, with Ernie Tannen as managing 
director headquartered in Washington, and 
Harvey Glascock as national sales director, 
headquartered in New York. Mr. Tannen, 
now manager of WEEP Pittsburgh, will 
direct operations of all five stations under 
new setup, headquartering with Mr. Kluge, 
principal owner. Stations are WEEP, 
WGAY Silver Spring-Washington, WINE 
Buffalo, WKDA Nashville and KNOK 
Fort Worth-Dallas. Mr. Kluge also owns 
substantial interest in WLOF-TV Orlando. 


D.A. RIDES AGAIN @ Rep. Oren Harris, 
who was once district attorney, has taken 
over actual functions of chief investigator 
for his Legislative Oversight Subcommittee. 
While Baron Shacklette still has title, Rep. 
Harris personally has been giving investi- 
gative staff both travel and Washington 
assignments with Mr. Shacklette familiar 
only with those he himself is assigned. 
“Sensational” developments promised for 
this week [LEAD Story, page 35] will in- 
volve two other regulatory agencies in ad- 
dition to FCC. 


Commercial tv station — U. S.-style — 
is in works for Formosa with “welcome” 
of Nationalist Chinese government. Key 
figure is James Chiang, ex-colonel in 
Nationalist army who is recent graduate 
and teacher at East Texas Baptist college, 
Marshall, Tex., where he now has Texaco 
gas station. 
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SYRACUSE WHEN 
PHOENIX KPHO 
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KCMO-TV The Katz Agency 
WHEN-TV The Katz Agency 
KPHO-TV The Katz Agency 
WOW-TV John Blair & Co. — Blair-TV 


John Blair & Co. 


Meredith Stations Are Affiliated With BETTER HOMES and GARDENS and SUCCESSFUL FARMING Magazines 
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THE WEEK IN BRIEF 


Danger Signs in Radio—Cunningham & Walsh’s Jerry 
Feniger warns D. C. Ad Club that jukebox programming is 
inducement to listener boredom. Page 39. 


Another Tempest?—House Oversight Committee casts 
jaundiced eye on FCC tv grants; questions application of 
comparative criteria and policy on approving station sales. 
Harris hints “sensations” which may cost some broadcasters 
their licenses. Page 35. 


Tv Broadens Its Horizons—lInternational Tv comes of age 
as 10th annual convention of International Advertising Assn. 
takes up topic of global (commercial) video for first time. 
Page 37. 


Slick Chick, Neat Trick, Video Pic—Doyle Dane Bernbach 
and Transfilm Inc. bring the high-fashion print ad to tv via 
an ingenious stop-motion commercial idea for Chemstrand 
nylon. Page 38. 


Another Merger—Kastor, Farrell, Chesley & Clifford merges 
with Hilton & Riggio to become $15 million Kastor, Hilton, 
Chesley & Clifford with offices in New York, Toronto, and 
Harrisburg, Pa. Page 40. 


Clean Shave for Warwick & Legler—After seven months 
of legal battling, Schick Inc.’s former ad agency wins perma- 
nent injunction against electric shaver firm; federal court 
decision in Philadelphia enjoins Schick and Benton & Bowles 
from appropriating “cotton test,” maintains unused ad ideas 
are property of agency, not client, thus frees W&L to sell idea 
elsewhere. Page 40. . 


Cool Summer for D-F-S—Frigidaire’s $6 million account 
moves to Dancer-Fitzgerald-Sample July 1, with agency open- 
ing Dayton office. Decision marks final shift of General 
Motors business from Kudner. Page 40. 


Mr. Ford in for Godfrey—Tennessee Ernie Ford is picked 
by Ford Div. as replacement for Arthur Godfrey on auto- 
mobile advertiser's Road Show on CBS Radio. Page 46. 


Primer on Film Commercials—Kudner’s Edgar Kahn de- 
scribes duties of the agency producer and hazards which can 
befall him. Page 52. 


CBS-Tv Departments Split—Cowden, Means, Oppenheim 
named to head departments serving stations div.; Steinberg, 
Bristol get posts in network div. Other appointments to fol- 
low. Page 62. 
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Akerberg Leaving C 


§-TV—Veteran of 30 years with CBS 


networks resigning and will open radio-tv management con- 


sultancy. Page 66. 


Caesar Steps Down—jAFM President James Petrillo says he 
won't run again, feels}tired, thinks it’s time for a younger 
man. The highlights of his stormy career. Page 66. 


Senate Approves—Bartley, Cross confirmed by Senate day 


after Senate committee}unanimously approves nominations to 
FCC. Page 74. 


Patent Policy Defended—FCC commissioners go before 
Harris subcommittee; ffarther witnesses promised as antitrust 
issue arises again. Pag¢ 76. 


Boston vs. Rock ‘n’ is Round + 2—D. J. Alan Freed 
surrenders in Boston to}be arraigned on two counts of inciting 
to riot as Hub City q a. presses fight. WINS New York, 
however, reconsiders rq-hiring embattled rock ’n’ roller who 
resigned. Page 86. 


Comdr. McDonald Dips—Board chairman of Zenith Radio 
Corp., a militant indust}y figure, passes away. His four-decade 
electronic career included leadership of fight for pay-tv. He 
was first president of NAB when association was formed in 
1923. Page 93. 


Educators’ Tv Role—Hroblems of commercial and non-com- 
mercial stations discugsied by broadcasters and educational 
officials at annual Ohidq State U.’s Institute for Education by 
Radio-TV. Page 98. 


Mutual Self-Interest — Both newspapers 
and tblevision have a stake in tune-in ads, 
the fprmer because of the revenue they 
bring] in, the latter for the audience they 
bring]in. Grey’s R. David Kimble analyzes 
the s¥bject in MONDAY MEMo. Page 117. 





MR. KIMBLE 
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Why is WDGY first in Minneapolis—St. Paul? 


(HOOPER & PULSE) 
because it’s the 
50,000 watt station 
with the 50,000 watt 
personalities 










DOUGLAS 
ASHBURN Is) 


CHIPPEWA 


You need coverage—you get coverage 
with 50,000 watt WDGY. But it takes more 
than cover age to get you audience. A 50,000' 

watt station needs 50,000 watt personalities, like 
Dan Daniel, here. Dan’s the tall, thin, friend- 

ly, contest-minded, heavily-sponsored Texas 
drawler, who has made the Twin Cities safety- 
conscious. Dan is typical of the sound that has@ 

made WDGY first all-day per Hooper and 

Pulse .. . and of the “response-ability” that is 
giving WDGY its biggest billings ever! Talk 
coverage and audience to the Blair man 


ehaeen or WDGY g.m. Jack Thayer. 


WDGY 50,000 watts 


MINNEAPOLIS-ST. PAUL 


WDGY Minneapolis St. Paul 


REPRESENTED BY JOHN BLAIR & CO. 


WHB Aansas City 


REPRESENTED BY po 4 BLAIR & CO. 


WTIX New Orleans 


REPRESENTED BY ADAM YOUNG INC, 


WQAM Miami 


REPRESENTED BY JOHN BLAIR & CO. 
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NBC-TV Starts Summer Planning: 
Eight New Shows, 20 Reissues 


Eight new shows and repeats of some 20 
old ones will make up substantial part of 
NBC-TV’s summer nighttime schedule, de- 
tails of which were announced Friday. 

Network officials noted there is at least 
one new program for each night except 
Wednesday. They are: Steve Allen Presents 
Eydie Gorme and Steve Lawrence (Sun. 8-9 
p.m., July 13-Aug. 31); Haggis Baggis 
(Mon., 7:30-8 p.m., June 30-Sept. 15); Pick 
a Winner (Tues., 7:30-8 p.m., June 24-Sept. 
16); Investigator (tentative title; Tues., 8-9 
p.m., June 3-Sept. 16); Program to be an- 
nounced (Tues., 9-9:30 starting July 1); Jody, 
western film series (Thurs., 9:30-10 p.m., 
starting July 3); Big Game quiz show (Fri., 
7:30-8 p.m. starting June 13); Bob Crosby 
Show (Sat., 8-9 p.m., June 14-Sept. 6). 

Series from which repeats are scheduled 
include Noah’s Ark, No Warning, filmed 
anthology reruns under title to be announced, 
Restless Gun, Wells Fargo, Goodyear-Alcoa, 
Suspicion, Bob Cummings, Californians, 
Wagon Train, Father Knows Best, This Is. 
Your Life, You Bet Your Life, Dragnet, 
People’s Choice, Life of Riley, M Squad, 
Thin Man, People Are Funny, Max Factor 
Theatre of filmed anthology repeats. 


Writers, Networks Agree 
On Two-Year Pact, 7% Raise 


Writers Guild of America announced 
Friday new two-year contract with CBS, 
ABC and NBC calling for approximately 
7% increase in salary rates. One important 
provision, according to WGA, is agreement 
covering live freelance tv writers which 
says no changes will be made in dramatic 
script by producer unless writer approves 
at time script is purchased. 

Weekly salary of news writers at CBS 
and ABC with at least two years’ experience 
rise from $170 to $182, plus time-and-a- 
half for work over 40 hours, and at NBC, 
from $189 to $202, with no extra pay for 
overtime. Base weekly pay of continuity 
writers at three networks after two years 
jumps from $171 to $183. Minimum fee 
for one-hour live tv script is increased to 
$1,500 from $1,100. Pact applies as of 
April 1. Old contract expired March 31. 


McDonald Funeral Services Today 


Funeral services to be held today (Mon.) 
at 10 a.m. for Comdr. E. F. McDonald Jr., 
founder-president and recently board chair- 
man, Zenith Radio Corp., who died Thurs- 
day evening (story page 93). Requiem high 
mass to be celebrated at Assumption Roman 
Catholic Church, 313 W. Illinois St., Chi- 
cago, followed by burial at Queen of 
Heaven Cemetery and Mausoleum, 1400 S. 
Wolf Road, Hinsdale, Ill. Zenith offices to 
be closed Monday. 

Pallbearers for services are (from Ze- 
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nith) Hugh Robertson, president; Carl E. 
Hassel, assistant vice president-secretary; 
Joseph Wright, executive vice president, and 
others, including Hays MacFarland, board 
chairman, MacFarland, Aveyard & Co. 
(agency); E. Norman Rauland, president 
of Rauland Corp., Zenith subsidiary; Frank 
A. Miller, Francis I. Dupont & Co., invest- 
ment broker; W. S. Woodfill, retired hotel 
owner, and Judge John Barbaro, personal 
friend. All save jurist are Zenith directors. 


Welpott Named General Executive 
In NBC O&0O-Spot Sales Div. 


Raymond W. Welpott, vice president of 
WKY Television System Inc. and manager 
of WKY-AM-TV Oklahoma City, will 
join NBC Owned Stations and Spot Sales 
Div. in June in general executive capacity, 
P. A. Sugg, vice president in charge of divi- 
sion, is announcing today (Mon.). 

Mr. Sugg is himself alumnus of WKY 
Television System (WKY-AM-TV, WTVT 
(TV) Tampa, WSFA-TV Montgomery, Ala.). 
Mr. Welpott moved to WKY last June after 
some 19 years with General Electric Co. and 
its stations. He joined GE in 1938 and 
shortly was named broadcasting accountant 
for KOA Denver and KGO San Francisce 
then owned by GE; WGY-WRGB (TV) 
Schenectady and five GE shortwave stations. 
He was named assistant to station manager 
for radio and television in 1946, and short 
time later became assistant manager of 
WGY-WRGB. In 1955 he took over man- 
agership of WRGB. 

He has been active in NBC affiliate af- 
fairs, serving as vice chairman in 1957 and 
as head of tv affiliates’ compensation com- 
mittee in 1951. For his work on that com4 
mittee in developing supplementary com- 
pensation plan for affiliates he was presented 
silver service by NBC-TV stations. He also 
has been active in NAB, and recently 





played key role in organizing Oklahom 
Television Assn., which he served as firs 
chairman. 


Kerns to Head Storer’s WAGA-T 


J. Robert Kerns, who has been with 
Storer Broadcasting Co. nearly 20 years, ap 
pointed Friday by George B. Storer Jr., ty 
operations vice president, to be vice presi 
dent and managing director of WAGA-TYV 
Atlanta. He succeeds Glenn Jackson, wh 
has resigned and will announce plans in bie 
future. Mr. Kerns has been vice president 
managing director of WVUE (TV) Wilm 
ington-Philadelphia and before that was a 
WBRC-TV Birmingham. 


Freed on Bail in Boston 


Alan Freed, rock ’n’ roll exponent ang 
former WINS New York disc jockey, Fri 
day was released on $2,500 bail in Bostor 
but still has to face two charges resultin{ 


from riot following his “Big Beat” showy 


May 3 (story page 86). 
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BUSINESS BRIEFLY 


Late-breaking items about broadcast 
business; for earlier news, see ADVER- 
TISERS & AGENCIES, page 37. 

















PROTECTION PROBLEM e Brown & 
Williamson, through Ted Bates & Co., N.Y., 
alternate sponsor of Lineup on CBS-TV 
(Fri., 10-10:30 p.m.) preceding Ed Mur- 
row’s Person to Person (10:30-11 p.m.), 
has been pushing CBS-TV for product pro- 
tection against P. Lorillard (see page 46), 
which is expected to sponsor Murrow on al- 
ternate weeks. CBS-TV, however, has firmly 
pointed to its policy, announced year ago, 
whereby alternate-week exchange commer- 
cials cannot have product protection. Week 
that Brown & Williamson goes on with 
Lineup, alternate sponsor with Lorillard, 
Florists Telegraph Delivery Assn., will 
underwrite Murrow show. 


DOUBLE FEATURE @ Johnson & John- 
son, New Brunswick, N. J., planning ma- 
jor-minor sponsorship of Cheyenne and 
Sugarfoot (which alternate in Tues. 7:30- 
8:30 p.m. spot on ABC-TV) and in ad- 
dition is buying six minutes in ABC-TV 
daytime shows. Latter programs still to be 
picked. Young & Rubicam, N. Y., is agency. 


GOBEL-FISHER AGAIN © Liggett & 
Myers and RCA Whirlpool have renewed 
alternate week George Gobel and Eddie 
Fisher shows, Tues., 8-9 p.m. on NBC-TV. 
Agencies: McCann-Erickson and Kenyon 
& Eckhardt. 


IN FOR HALF ¢ Whitehall Pharmacal Co., 
through Ted Bates & Co., both N. Y., plan- 
ning to sponsor alternate weeks of Steve 
Canyon with Liggett & Myers, through Mc- 
Cann-Erickson, in Thurs. 9-9:30 p.m. spot 
on NBC-TV, effective early fall. 


DOUBLE-TAKE e Bymart-Tintair, N. Y., 
kicking off tv spot drive in approximately 
100 major markets June 1 for minimum 
six-week period. Agency, Product Services 
Inc., still buying. Unusual wrinkle of drive: 
instead of minute spots, Tintair will feature 
actress Terry Moore in two 1-minute an- 
nouncements spaced apart, first commercial 
showing application of Tintair, second show- 
ing results after using product is aired later 
in evening. 


BACK TO ‘OASIS’ ¢ Liggett & Myers 
(Chesterfields), N. Y., renewed sponsor- 
ship of Club Oasis (NBC-TV, Sat., 9-9:30 
p.m.) for next season. Agency: McCann- 
Erickson. Alternate Saturday night period 
open, with Max Factor not expected to re- 
new Polly Bergen Show. 
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at deadline 


WBC, CCBS OPPOSE DAYTIMERS’ PLEA 


Westinghouse Broadcasting Co. voiced 
strong opposition Friday in comments to 
FCC on Daytime Broadcasters Assn.’s peti- 
tion to standardize operating hours of day- 
time am stations. Clear Channel Broadcast- 
ing Service is among those who will take 
same vigorous stand against proposed FCC 
rulemaking on DBA proposal today (Mon.), 
deadline for comments. 

Several individual stations also filed op- 
positions Friday and number filed comments 
supporting DBA petition (story, page 78). 

WBC said study indicates adoption of 
rulemaking would cause interference by 
WPEO Peoria and WCIL Carbondale, both 
Illinois, to its KDKA Pittsburgh; WGPA 
Bethlehem, Pa., and WLBB Carrollton, Ga., 
to its KYW Cleveland; WLIB New York, 
WANN Annapolis, Md., and KGYW Valle- 
jo, Calif., to WBC’s WOWO Fort Wayne 
and KEX Portland, Ore. Also cited was in- 
terference to WBC’s WBZ Boston and 
WIND Chicago. 

Westinghouse said proposal would destroy 
secondary skywave service of KDKA, WBZ 
and KYW and skywave service by all clear 
channel stations would be destroyed, re- 
sulting in loss of all radio service to more 
than half land area of U. S. WBC said 
NARBA and other agreements with Canada 
and Mexico would be violated and that ad- 
ditional service resulting would be limited 
to “few miles” from daytimers’ transmitters. 

CCBS’ 120-page, 147-exhibit comments, 





Kansas City IBEW Technicians 
Off, On Again at KCMO-AM-TV 
Technical employes of Local 1259, IBEW, 
were returning to work late Friday at 
KCMO-AM-FM-TV Kansas City after 
agreeing to new two-year contract. They had 
shut down stations at 12:01 a.m. Friday, 
with notation on log that audio and video 
transmitters were off “due to strike.” 


KCMO-AM-FM-TV and KMBC-AM- 
TV, WDAF-AM-TV and WHB have been 
negotiating new contract jointly since April. 
KCMO was notified at 11:30 p.m. Thursday 
by technicians that transmitters would be 
silenced. Tv service normally runs to 2:30 
a.m., with allnight radio programming. 
KCMO radio service was resumed at 4 a.m. 
Friday and tv at 6:55 a.m., using supervisory 
personnel. IBEW accepted new contract 
during day, with $6 weekly raise first year 
and $5 second. Base is $131. 

Only KCMO stations were affected by 
“strike.” All stations had been operating 
under extension of former contract from 
May 1 expiration date to May 15. Walter 
L. Reed, IBEW business agent, notified 
KCMO early Friday that technicians had 
not struck but were “taking a vote,” accord- 
ing to stations. No picket line appeared. 
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limited to interference problems of 14 clears 
belonging to organization, said engineering 
studies show “conclusively” that proposal 
would destroy all clear channel service in 
winter and partly in spring and fall—service 
relied on by 25 million people. Loss of 
groundwave would be equally serious, 88% 
to WCAU Philadelphia, for instance. 

CCBS said interference also would be 
substantial to non-CCBS clears, all Class 
I-B, unlimited Class II and III stations and 
added potential damage would be caused 
by future daytime stations on Class I chan- 
nels. Fulltime regionals (Class III) would 
be most affected, CCBS said. 

CCBS said listener letters to FCC were 
inspired by daytimers, using their own 
broadcast frequencies and without advising 
listeners of technical difficulties. Proposal 
also would violate international agreements, 
CCBS said. 

Individual stations opposing: WLEE 
Richmond; WKBN_ Youngstown, Ohio; 
WEAN Providence, R. I.; WLS Chicago, and 
WEFNC Fayetteville, N. C. 

Individual stations supporting: WLDS 
Jacksonville, Ill.; WSKN Mt. Marion, N. Y.; 
WCUE Akron; WMIX Mt. Vernon, N. Y.; 
WHEB Benton Harbor, Mich.; KIBE Palo 
Alto, Calif.; WELS Kinston, N. C.; KNLR 
North Little Rock, Ark.; WCEF Parkers- 
burg, W. Va.; WVPO Stroudsburg, Pa.; 
WSMI Litchfield, Ill, and WARU Peru, 


Local-National Rate Question 
Raised at North Carolina Meet 


North Carolina broadcasters questioned 
practice of Ford dealers and J. Walter 
Thompson Co. in demanding local rate for 
broadcast placements during Friday session 
of North Carolina Assn. of Broadcasters at 
Southern Pines (see page 91). Members 
also voiced concern over power of local 
dealers to prevent dealers in nearby cities 
covered by stations from buying time in 
their territory. 

Don DuMont of JWT Atlanta office dis- 
cussed station rate practices and explained 
advantages of large agency where cam- 
paigns are national in concept but local in 
execution. 

Mr. DuMont mentioned a newspaper rate 
card practice in the South, with half of the 
newspapers in Georgia and Florida repre- 
sented on one rate card. He said some news- 
papers have a local rate higher than national 
because the latter can be handled easier. 

Thad H. Brown Jr., NAB tv vice presi- 
dent, speaking Thursday night at banquet, 
said broadcasters have been probed and 
probed for years. He added it was “marvel- 
ous that after the smoke clears away, broad- 
casting comes out with a clean bill of 
health.” 


PEOPLE 


WILLIAM S. HEDGES, NBC vice presi. ~ 
dent in charge of general services, reported — 
Friday to be convalescing satisfactorily at 7 
New York Hospital following operation 
earlier this month. He’s expected back at 
his desk after Memorial Day. 


ROBERT C. LaBONTE, commercial man- 
ager, KPOJ Portland, Ore., appointed gen- 7 


eral manager of KERG Eugene, Ore., suc- 


ceeding L. W. TROMMLITZ, retired. 


SYD KAVALEER, sales manager for 
WATV (TV) Newark, which became 
WNTA-TV May 7 when National Telefilm 
assumed ownership, appointed general sales 
manager of WNTA-TV. 

JOHN C. IANIRI, formerly account su- 
pervisor at Grey Adv., N. Y., on R. H, | 
Macy & Co. 
Chock Full o’Nuts coffee, to Leo Burnett © 
Co. as account executive. 





Rolaids Signs Consent Decree 
On ‘Doctor’ Ty Commercials 

“Man in the white coat” may be appear- 
ing less and less on nation’s tv screens 
following consent decree signed by Ameri- 
can Chicle Co. on its Rolaids tv commer- 
cials. Federal Trade Commission announced 
today signing of consent order which pro- 
hibits American Chicle from implying with- 
out proof that Rolaids is endorsed generally 
by medical profession. 

FTC’s complaint in 1957 charged Amer- 
ican Chicle tv commercials false and de- 
ceptive. Cited in complaint was one scene 
showing man in doctor’s white coat (and 
addressed as ‘“doctor”) recommending 
product to another actor as relief for in- 
digestion. This falsely implied, FTC said, 
that doctors or medical profession prescribe 
or recommend Rolaids. Company must also 
discontinue claims that stomach acid or con- 
centrated stomach acid is capable of burn- 
ing hole in cloth napkin. 


Three Sales Filed: $611,085 

Applications for am station sales totaling 
$611,085 were filed with FCC Friday. They 
include: 

Sale of KGKO Dallas by oilmen H. H. 
Coffield and W. L. Pickens to H & E Radio 
Corp. (Harry and Elmer Balaban), Atlantic 
Brewing Corp. (Harold Lederer, president) 
and others, joint venturers, for $450,000 
[CLosep Circuit, May 5]. Balaban stetions 
are WIL St. Louis, WRIT Milwaukee, 
WICS-TV Springfield, Ill., and WTVO-TV 
Rockford, Ill. Atlantic is associated in own- 
ership of WIL and WRIT and owns 25% of 
KFBI Wichita. Mr. Coffield has interest in 
KMIL Cameron, Tex. Independent KGKO 
is 5 kw day, 500 w night on 1480 kc. 

Sale of 52.95% of KGLC Miami, Okla., 
by trustees for estate of George L. Coleman 
to multiple owner Kenyon Brown for $82,- 
085. Mr. Brown already owns 22.15% of 
KGLC. KGLC is | kw on 910 kc. 

Sale of WKAI Macomb, IIl., by William 
Schons and Edward Schons to newspaper 
publisher-theatre owner William H. Ru- 
doiph for $79,000. William Schons retains 
90% of KRSI St. Louis Park, Minn., and 
Edward Schons 10% of WDUZ Green Bay, 
Wis. WKAI is 250 w day on 1510 kc. 
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On an average day, 41 percent of the adult listeners 
specify WJR as their radio station. This was learned 
from an Alfred Politz Research, Inc. survey of an area 
where 196 other stations were heard. 


WHEREVER THEY ARE 





These personalities are heard only on WIR 


ie 


PROGRAMMING MAKES THE DIFFERENCE 


WJR programming is designed to satisfy the more than 
17,000,000 people in WJR’s primary coverage area. To 
do this, local programming is emphasized and for good 
reason: Programming with just the right touch of ex- 
clusive personalities and features has won for WJR an 
overwhelming popularity among all listeners. In terms 
of adult audience, it has won the dominant share . . . 
assembled the purchasing power into one huge package 
that’s easy for an advertiser to reach. Such programming 
is a skillful blend of information, entertainment, and 
public service that gets close to the interests and atti- 
tudes of people, so that they will remain close, loyal 
listeners to WJR. And that’s just what they are—close 
and loyal and numerous—as proved by successes of 
WJR advertisers. This was confirmed by Alfred Politz in 
a listener survey of the Detroit-Great Lakes area. 
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JIMMY CLARK 
Music Director 
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JACK HARRIS 
Feature Personality 


MARTY McNEELEY MRS. PAGE 
Feature Personality Women’s Editor 


























CHARLEY 
Chief Announ¢er 
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Plus the best of CBS 


In addition to network stars and 
their shows, WJR offers a fine selec- 
tion of news documentaries, public 
affairs programs, special events, 
dramatic plays, serials, westerns, 
and mysteries. 
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In its primary signal area, WJR’s voice penetrates America’ 
fifth richest market which accounts for 10% of almost anything- 
people, income, sales. Daytime coverage is shown above, 
compiled by the WJR Engineering Department with approvel 
field-strength measuring equipment. At night, coverage include WI 
most of the 48 states and a major portion of Canada. Mail authen-§ =! 
ticates the tremendous reach of WJR. 


, * 


reaches the most people with the most buying powe'] « 


Eighty-one percent of the purchasing power in the Great Lakes 
area is controlled by people 30 years of age and older. In this 
age group (again, according to Alfred Politz Research, Inc.) Wik 
has more listeners than the next six Detroit radio stations combined. } 





That’s why products that mean business advertise on WJR!| ' 


If you want to reach buying power effectively—the adults of the 
Great Lakes area—contact your nearest Henry |. Christal repre § on. 
sentative for all the convincing facts. . 


RADIO PROGRAMS WITH ADULT APPEAL i 


Detroit #2 
CBS 50,000 Watts . 
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THE GREAT VOICE OF THE GREAT LAKES 
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(PEN MIKE 
Needed: A Tape on Videotape 


EDITOR: 

Thank you for the article on our video- 
ape activity. [LEAD Story, May 12.] While 
there are still many problems to be resolved, 
we feel that videotape represents the future 
of the live tv industry. Much misinforma- 
tion has been circulating regarding this im- 
portant new tool. Articles based on actual 
videotape production will help clear the air. 

George K. Gould 
Telestudios Inc. 
New York City 


Read Everywhere 


EDITOR : 

I am convinced that everybody reads 
BROADCASTING. The taped interview that 
appeared on my 25th anniversary [Sta- 
rions, April 28] was, I thought, unusually 
well done, and the comments that I have 
had from friends and associates in the busi- 
ness have really been overwhelming. 

John Blair 
John Blair & Co. 
New York 


Art Directors’ Kudos 
EDITOR: 


On behalf of the Art Directors Club of 
New York I would like to express our ap- 
preciation for your great report on our tv 
awards of our 37th annual exhibition 
[Awarps, April 7]. We all enjoy your splen- 
did publication and we believe it is of great 





interest to all of the advertising business 


people. 
Walter Grotz 
President 
Art Directors Club of New York 
New York 


Where’s ‘Abbey’? 
EDITOR: 

There is a syndicated newspaper column 
called “Dear Abbey,” a sort of advice to the 
lovelorn thing, which one of our people in- 
sists is also on radio. Can you tell us whether 
this is fact or hallucination, and, if fact, on 
what network it is aired? 

Marie T. Ehrlinger 

Director, Library Research Dept. 
The Joseph Katz Co. 

Baltimore, Md. 


{EDITOR’S NOTE: Written by Abigail Van 
Buren, the column is distributed by McNaught 
Syndicate to about 250 newspapers. However, 
there is no broadcast version.] 


Troubles of a Border Station 
EDITOR: 


There is a problem for us and other Ca- 
nadian border stations. As a member of 
MBS we carried the Game of the Day all 
last season but could not get the World 
Series. We did not know how to go about 
It. The network that did have the show 
fed it to Canada and we were forced to 
listen to a Canadian station. It did not sit 
Well with us nor with our listeners. The 
network stations that did have the series 
were heard very unsatisfactorily here be- 
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Maine Citizens at Wor 
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(M¢ ne Dept. of Economic Development photo) 


Shipbuilding in Maine is older 


than the Nation. The Bath Iron 


Works, builders of destroyers, destroyer escorts and, presently, 


missile-firing vessels, is one of the blue chip industries that con- 


tribute substantially to the econ 


SERVED AND SOLD 


It’s a $1,110,896,000 market* 
eastern New Hampshire. 

NCS #2 and the later Pulse 
Channel 6 wide margins of cov 


(*Preliminary data Sales Management Survey of 


NBC-TV affilic 
V 
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WCSH-TV 


my of the 13-county area 


BEST BY WCSH-TV 


omprising southern Maine and 


ind ARB area studies all give 
‘rage and viewer preference. 


Buying Power subject to final revisions) 
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Time and place are no barriers 
to NEWSFIiM. No matter where 
the news hreaks—or when— _ 
NEWSFILM's force of 400-plus 
cameramen and correspondents 
round the |globe guarantees 
johnny-on-the spot coverage. 





Moreover, NEWSFILM spreads 
the news hike wildfire! Sped 

to four lar\ge processing centers, 
assembled footage is expertly 
condensed to [2 minutes a day 
of fast-maving, complete world 
reporting-4-edited especially 

for television—then air-rushed 
to subscribing stations while 
the news §s still red-hot. 





“" But discover for yourself why 


NEWSFILM\is America’s leading 


.-~ Source of hews for home viewing 








... With more U.S. subscribers 
than aehien television news 





_ service! Call the CBS Television 


Film Sale¢ office nearest you 


-~ and arrangie a screening of some 


typical NEWSFILM programs. 


NEWSFILM] product of CBS News, 
is available to all stations. 





CBS TELEVISION FILM SALES, INC. ® 
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_ “,,.the best i programs for all stations” 


New York, Chicago, Los Angeles, Detroit, 
Boston, San Francisco, St. Louis, Dallas, 
Atlanta; in Canada: S. W. Caldwell, Ltd. 









WBUF 


NIAGARA 
FRONTIER 
MARKET 


POPULATION 
1.264.300 


TV HOMES SERVED 
BY WBUF 
271,000 


EFFECTIVE BUYING 
INCOME 
$2.128.367.000 


TOTAL RETAIL SALES 
$1,501.178,000 


TOTAL FOOD SALES 
$ 369,942,000 


TOTAL AUTOMOTIVE 
SALES 
$ 249,254,000 


TOTAL DRUG SALES 
$ 45,626,000 


TOTAL GASOLINE SALES 
$ 84,947,000 


CHANNEL NBC 
IN 
BUFFALO 


SOLD BY NBC SPOT SALES 
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cause they suffer from interference from 
[higher-powered] stations on adjacent chan- 
nels. 

Now a major Canadian station has the 
Game of the Day live. We carry the game 
on playback because of daylight savings 
time in the East. This Canadian station 
beats us from 30 minutes to an hour right 
in our own territory. 

The major networks in the U. S. feed 
their best shows (and the Canadians take 
only the best) in competition with U. S. 
stations . . . It would seem a good subject 
for discussion . . . or a fit subject for the 
FCC. 


Bert Wick 
KDLR Devils Lake, N. D. 


Radio in Time of Emergency 


EDITOR: 


Last month in Florida tornadoes whipped 
the state from coast to coast, first near 
the Tampa area, then to the east coast at 
Fort Pierce. 

People were panic stricken; phone lines 
were jammed. It was such a serious situa- 
tion the Red Cross, the Weather Bureau 
and civilian defense authorities have estab- 
lished these basic rules when tornado bul- 
letins are again necessary: 

Listen to a local radio station and follow 
instructions, stay off the telephone and stay 
out of your car. 

Leslie Boyd, local Red Cross manager, 
said, “If people will listen to their radios 
they will get more information faster than 
we could ever give it to them.” 


Robert Wasdon 
Vice President 
WALT Tampa, Fla. 


Western Union’s Teamwork 


EDITOR: 


“LETTER FROM THE EDITORS” IN May 1? 
ISSUE WAS PARTICULARLY PLEASING TO ys 
IN WESTERN UNION IN THAT WE ARE Hon. 
ORED TO BE MEMBERS OF YOUR TEAM AND 
CONTRIBUTING A PART IN GETTING THE NEWs 
WHILE IT IS STILL NEWS TO YOUR IMPoR. 
TANT READERS. THE JOE WALLISES ANp 
MANY OTHERS LIKE HIM TAKE PRIDE IN YOUR 
ASSIGNMENTS OF GETTING THE NEWS FROM 
YOUR CAPABLE EDITORS ON THE SCENE 
THROUGH TO BROADCASTING HEADQUARTERS, 


KEN HEBERTON 

VICE PRESIDENT 

WESTERN UNION TELEGRAPH CO. 
WASHINGTON 


Where Howard Works 
EDITOR: 


We at WIND, as does the industry, rely 
on BROADCASTING to keep us abreast of hap- 
penings. We have always found accuracy 
and speed in the magazine. My compliments. 
But . . . may I raise one slight objection. 
Primarily because it happens all too fre- 
quently. I refer to CHANGING HANpDs, of 
April 28. Item: “WFOX Milwaukee, Wis- 
consin . . . Sold to Howard Miller, WBBM 
Chicago disc jockey .. .” 

Howard is on WBBM a total of 75 min- 
utes per week. Howard is on WIND a total 
of 990 minutes per week. Thus, it would 
seem that Howard is a WIND Chicago disc 
jockey. 


David C. Croninger 
Program Director 
WIND Radio 








The Next 10 Days 
of Network Color Shows 
(all times EDT) 


CBS-TV 

May 20, 28 (9:30-10 p.m.) Red Skelton 
Show, S. C. Johnson & Son through 
Foote, Cone & Belding and Pet Milk 
through Gardner Adv. 


NBC-TV 


May 19-23, 26-28 (3-4 p.m.) Matinee 
Theatre, participating sponsors. 

May 19, 26 (7:30-8 p.m.) The Price Is 
Right, Speidel through Norman, Craig & 
Kummel and RCA Victor through Ken- 
yon & Eckhardt. 

May 20 (8-9 p.m.) George Gobel Show, 
Liggett & Myers through McCann-Erick- 
son, RCA-Whirlpool and RCA Victor 
through Kenyon & Eckhardt. 

May 21, 28 (9-10 p.m.) Kraft Television 
Theatre, Kraft Foods Co. through J. 
Walter Thompson Co. 

May 22 (7:30-8 p.m.) Tic Tac Dough, 
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RCA Victor through Kenyon & Eckhardt 
and Warner-Lambert through Lennen & 
Newell. 


May 22 (10-10:30 p.m.) Lux Show star- 
ring Rosemary Clooney, Lever Bros. 
through J. Walter Thompson Co. 

May 24 (8-9 p.m.) Perry Como Show, 
participating sponsors. 

May 24 (10:30-11 p.m.) Your Hit 
Parade, American Tobacco Co. through 
BBDO and Toni through North Adv. 
May 25 (7-7:30 p.m.) Noah’s Ark, sus- 
taining. 

May 25 (8-9 p.m.) Steve Allen Show, 
S. C. Johnson & Son through Needham, 
Louis & Brorby, U. S. Time Corp. 
through Peck Adv. and Greyhound Corp. 
through Grey Adv. 

May 25 (9-10 p.m.) Chevy Show, 
Chevrolet through Campbell-Ewald. 
May 27 (8-9 p.m.) Eddie Fisher Show, 
Liggett & Myers through McCann-Erick- 
son, RCA-Whirlpool and RCA Victor 
through Kenyon & Eckhardt. 
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Covering the country from a central point 


“UNITED RESERVED AIR FREIGHT 
GIVES WARD’S CUSTOMERS 
FAST FASHION SERVICE”’ 









—T. C. HOPE 
General Traffic Manager 
Montgomery Ward, Chicago 





AIR LINES 
® 


“Our distribution center for mail order fashions is in 
Chicago. Yet we give overnight delivery in key cities 
coast to coast, thanks to the speed of United Air Freight. 
But speed alone isn’t the whole story. The personal at- 
tention we get from United is equally important to us. 
Their dependability, too. United delivers on time.” 


For service, information, or free Air Freight booklet, call the nearest United Air Lines Represent- 
ative or write Cargo Sales Division, United Air Lines, 36 South Wabash Avenue, Chicago 3, Iilinois 
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“THIS CUSTOME 
Oakland, Calif., 
promptly relayes 
lar reserved air 
just a matter of 





“JERRY MILLS, 
that the individu 
with hundreds 
DC-6A. The dr¢ 
like having a fly 










. has made her selection in our. 


catalog department. Her order is 
to us in Chicago. We have regu- 
‘reight space with United—so it’s 


naking the plane.” 





Inited’s account executive, sees 
al shipment is received and loaded 
of others aboard United’s fast 
ss is in Oakland the next day. Just 
ng warehouse!” 





UNITED AIR 


CHICAGO to PH 


DENVER to NEW 
SAN FRANCISC 
AKRON to SEAT, 


*These are the rates f 
larger shipments. Rate: 
change, and do not inc 


LADELPHIA.... 


SALT LAKE CITjy to DETROIT... 


VOR ... 2% < 
)to SOUTH BEND . 
(0 secs 


FREIGHT RATES ARE LOW 


per 100 pounds* 
“ie = See 
ee « 16.20 
cee 17.70 
2 ee 21.05 


* many commodities. They are often lower for 
shown are for information only, are subject to 
ide the 3% federal tax on domestic shipments. 
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insurance. Uni 
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2 only part of the story of Air 
ie. Even more saving is reflected 
ntory, economical packaging and 
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IT COSTS NO MORE FOR EXTRA DEPENDABILITY—ON UNITED, THE RADAR LINE 
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19) Baia ley wale), | 
through sole sponsorship 

of top-flight, half; 

nour programming trom 
20th Century-Fox and 


Desilu Studios, two of 


the foremost producers of 


film entertainment 


7 Weel 7 wale), | 

in an initial line-up of 115 
'V stations, reaching 
96.97) of U.S. TV homes, 
accounting for 95.6‘ 

of all U.S. retail sales. 


PENETRATION 
in constant repetition 


n three great programs, at 


three different times, 
reaching three different 


television audiences. 


a > 41-11 Se 
thanks to no “must-buy,” 
station lists, providing 
greater adjustability 

to your own sales 


and distribution pattern. 


LOWER COSTS 
in the elimination of 

costly coaxial cables...and 
through the lower time 
charges of NTA’s Film 





America’s newest media concept... 


ULTI-VI 


It consists of three great television programs, reaching 
three different audiences, at three different times... 
providing the nation’s advertisers and their agencies 


with five virtues not obtainable with just one program. 


Retaining IDENTIFICATION for the sponsor, 
MULTI-VISION produces SATURATION and 
PENETRATION...with wider FLEXIBILITY... 
all this at much LOWER COST...in prime 


time, late time, and day-time. 


In an era when every dollar must stretch as far as pos- 
sible for maximum impact, MULTI-VISION enables 
advertisers and their agencies to spread their sales 


messages over 2 maximum number of unduplicated 





television homes at a Jower expenditure than ever be- 
fore. The practical reqponse to today’s needs of spon- 
sors... beset by split qudiences, split sponsorship and 
murderously high cost;...it’s an integrated solution to 


these formerly insolule problems. 


If you’re a television ¢ponsor who finds the wired TV 
networks becoming increasingly unsuited to your 
needs, look into this nqw frontier in network television 
open to you now in the multi-visual approach of the 


NTA Film Network. 


Visible conclusion: toqay, display some MULTI-VISION 
of your own...and hea the full story of this far-sighted 


new concept from... 


NTA FILM NETWORK 


Coliseum Tower, 10 Columbus Circle, New Yon2 19, N.Y. JUdson 2-7300 


Pent, 1958. NTA Film Network, Inc. 
— 














VER RS ay ’ ¥. 


- KOSI GETS ACTION 


Everyone responds to KOSI’s magic formula . . . playing 
host to more Denver families than any other station. Pulse 
reveals KOSI Number One Independent in a 16-station 
market. No wonder, Denver air is so refreshing . . . it’s 
filled with the music Denver families like. Pulse, Hooper, 
Nielsen all agree . . . Denver ears are tuned to KOSI. 


Full impact .. . no double spotting! 


se NOS 
Denver ig KOS! - land 


Mid-America Broadcasting Company 


Be he 
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IN REVIEW 
PHIL SILVERS ON BROADWAY 


. was brassy enough to remind many 

a viewer of tv’s early days when unbridleg 

slapstick reigned supreme over videoland. 

The greatness of Phil Silvers is unques. 

tionable. He has an inexplicable way of pro. 

jecting himself to the very marrow of man 
funny bone. Master of the adlib, the pre. 
posterous, exasperating and insane, Mr. 

Silvers—like the 1958 Pontiac Bonneville— 

can stop and turn on a dime. 

Still, this corner cannot wholly endorse the 
proceedings on CBS-TV between 10 and || 
p-m. last Wednesday. For one, Mr. Silver 
lacked writing support. Some of the sketches 
were purely alien corn. But others—such 
as the woodwind quartet sequence and the 
satire on “Old Man River,” both dependent 
on Phil Silvers rather than on continuity— 
were brilliant flashes of inspired wit. 

Stripped of his khaki peel, the Top 
Banana apparently had a whale of a fine 
time indulging in a lot of nonsensical horse. 
play. His troupe parodied that tv cliche, the 
Sunday night variety show, by featuring a 
glee club that had somehow forgotten to 
wear pants, acrobats who defied both 
gravity and reason and a benevolent auto 
advertiser which masochistically agreed to 
the billing of Potniac. 

However commendable may have been 
their intentions, Mr. Silvers’ producers 
draped Arthur Godfrey’s frayed talent scout 
mantle about their man’s shoulders so that 
he could “discover” a young singer named 
Gloria Krieger. While Miss Krieger may be 
a good looking dish who sounds good, too, 
the serious selection of “Je Suis Titania” 
seemed woefully out of place. 

Production costs: $40,000. 

Sponsored by Pontiac through MacManus, 
John & Adams on CBS-TV May 13, 10- 
11 p.m. 

Producer: Allan Sherman; director: Bill 
Hobin; writers: Joe Stein, Will Glickman 
and Mr. Sherman. 


CAMERA THREE 

Over a two-week period this month— 
May 4-11—CBS-TV’s Camera Three pro- 
gram raked over the hot coals of the Sacco- 
Vanzetti trial and its aftermath; by doing s0, 
CBS-TV clearly demonstrated the schizoid 
personality of network television. Just 4 
month or so ago, the network cautiously ex- 
orcised the spirit of Sacco and Vanzetti 
from the Playhouse 90 version of Thurber 
and Nugent’s “The Male Animal,” lest it 
antagonize viewers; apparently CBS-TV 
thinks people aren’t as easily stirred up Sun- 
day morning. They are wrong: witness the 
Boston Herald’s vitriolic review of the Maj 
4 program, calling it “the most biased tv 
show ever seen.” 

During the first program, Camera Three 
imaginatively telescoped the lengthy trial 
and the eight appeals, capturing—through 
dramatic re-creation—the impatience and 
the bias on the part of the prosecution, the 
defense’s bumbling and self-righteous plead- 
ing, and the eloquence of Vanzetti (“You 
can kill me only once . . .”). On May II, 
the histrionics were left behind for an im- 
passionate review of the sociological and 
legal aspects of the 1920-27 case. The 
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HOOPER, March;-April, 1958 
TRENDEX, Feb., 1958 . 


Sell St. Lovis with the _: 
“hottest” station in the Midw 


Wonderful 





JOHN F. BOX, JR., Executive Vice-President 


One of the Balaban Stations... . in te 


BROADCASTING 


St. Louis}. 


Never before in the 
history of St.Louis has a 
radio station scored 

such solid. audience gains 
in such little time. 


St.Louis fell in love with 
Wonderful WIL Radio's 
bright, happy personalities 


.. -. @njoyable music 


,.. complete news 
;.. 24-hours a day. 


WIL,-now in its 37th-year, 


~ was reborn in 1958, when 


it became a- 
Balaban Station. 


The result: 
Instantaneous Combustion. 


Yes, wonderful WIL is 
setting this great 
‘midwestern market on fire! 
So, get -hot-with. WIL radio. 
Add Motion to Promotion! — 
For instantaneous action, 
call John Box or 

your Adam-Young man.. 


Sold Nationally by 
ADAM YOUNG, INC. 


mpo with the times 





Copyright 1958 | The Balaban Stations 
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CARLIN FRENCH 


* HOOPER PULSE 

















Page 24 e@ May 19, 1958 


IN REVIEW continuep 


indictment made was not so much one of the 
guilty verdict but of “11 narrow years” in the 
280 years of Massachusett’s judicial history. 
If these conditions were prevailing in this day 
and age then CBS certainly would have to 
stand justly accused of bias; but judicial 
shortcomings have been rectified. So being, 
CBS may be “accused” of only one thing: 
of teaching civics on the Sabbath and of 
daring to stick its neck out beyond the turtle 
shell that surrounds a good deal of tv “pub- 
lic affairs” programming. The network and 
WCBS-TV New York—which has produced 
Camera Three over five seasons—have fully 
realized the responsibilities of their craft. 
Production costs: Approximately $8,000. 
Sustaining on CBS-TV Sun. 11:30 a.m.-12. 
Produced by WCBS-TV New York Dept. of 
Public Affairs with N. Y. State Educa- 
tion Dept. Producer: Lewis Freedman; 
director: Clay Yurdin; writer: Clair 
Roskam. 
Cast (May 4): Athan Karas, Reuben Singer, 
Lester Rawlins, Leo Penn, 
Lumb and Arthur Hill. 


STARS OF JAZZ 


If you dig jazz, hot or cold, Dixieland or 
progressive, Stars of Jazz is for you. 

This half-hour program, which started 
last month on ABC-TV but is nearing its 
second anniversary on KABC-TV Los An- 





Geoffrey | 


geles, is an unpretentious telecast which al- | 
ways tries and usually succeeds in living up | 


to its title by presenting each week individ- 
uals and ensembles who are headliners in 
the world of popular musical entertainment. 
Bobby Troup, pianist-singer-composer who 
is host-narrator for the series, confines him- 
self to introducing the guest performers and 
to explaining what kind of jazz is being pre- 
sented. To Mr. Troup’s everlasting credit, 
his explanations are brief and lucid. 

Last week (Mon. 


10:30-11 p.m. on | 


KABC-TV, Fri. 8:30-9 p.m. on the net- | 
work) the featured band was the “Fire | 
House Five Plus Two Plus One.” Between | 


musical numbers, Mr. Troup traced the 
renaissance of Dixieland jazz. 


But mainly the show was music, Dixie- | 


land jazz, blown and sung as Dixieland 
should be. And, since this was television, 
it must be said that the show was photo- 
graphed as Dixieland should be. Technical 


director Gene Lukowski and his camera- | 
men know just how to show a soloist at | 


work, moving in for a closeup or drawing 
back to reveal the musician putting his whole 
body into the music he’s blowing. 

Since its Los Angeles debut, Stars of Jazz 
has been honored as “having contributed 
most to West Coast jazz,” as the best new 
local show and the best tv show of modern 
music, topped by an Emmy as the “best 


local entertainment program” of 1956. It | 


should win like acclaim in the national 
arena. It should also duplicate nationally 
the sponsored status it has had locally al- 
most from the start. 
Production costs: Approximately $3,500. 
Sustaining on ABC-TV, Fri. 8:30-9 p.m. 
Executive producer: Peter Robinson; pro- 
ducer: Jimmie Baker; director: Hap Wey- 
man; annotator: Robert A. Bogast. 





. that’s how many times 
Owen Spann estimates that 
his alter ego, John Q. Pixie, 
has interrupted him as he 
introduces the finest in re- 
corded music, gives weather, 
news and comments on any- 
thing and everything! 

This gremlin reads insult- 
ing letters, swaps gag lines, 
and owes his existence to the 
high falsetto at which Owen 
can pitch his voice. 

For commercials that will 
be delivered in an attention- 
riveting manner, place your 
clients’ sales messages on 
either ‘“Spann-The-Morning- 
Man” or “Spannland” . . . or 
both! 


Alabama’s Oldest Station 
Alabama’s Newest Program 


WAPI 


BIRMINGHAM 
The NEW Voice of Alabama 


Represented by 
Heary t. Cheistal 
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QUEL-WITHOUT-EQUAL TO TV'S MOST 
Z=NSATIONAL FEATURE FILM SUCCESS: 


SHOEK/ 


Available for the first 
time on TV: 20 full-length 
classics of thrill-and-chill 
with a built-in entertainment 
wallop that’s sure to score a 
knockout in the rating lists! 
Such top-scoring top-scaring 
greats of the screen as 
“HOUSE OF DRACULA”, 
“BEFORE | HANG”, 
“INVISIBLE MAN’S REVENGE”, 
“BLACK FRIDAY” and 

“BRIDE OF FRANKENSTEIN”! 


CONTACT: | 
°EEN WwW GEMS, INC. 


TELEVISION SUBSIDIARY OF 
COLUMBIA PICTURES CORP. 


NEW YORK 
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DETROIT 
CHICAGO 
HOUSTON 
HOLLYWOOD 
MIAMI 
TORONTO 
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On a cost-per-proof-of-purchase, or actual sales, or any other 
basis of measurable results-yes, including ratings, too- 

WMGM produces action at the lowest cost of any 
radio station in the New York metropolitan area. 


WMGM—The Metro-Goldwyn-Mayer Radio Station in New York—1050 kc 
400 Park Avenue Phone MUrray Hill 8-1000 
Represented Nationally by George P. Hollingbery Co 
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LARGEST 


OF ANY STATION IN IOWA 


According to Nielsen @overage Service, WOC- 
TV Leads in ALL Categories: Number of Homes 
Reached Monthly, Nu 

Weekly and Daily [Daytime Circulation; 


Weekly and Daily Nighttime Circulation. 


WOC-TV Co¥ 


erage Data — 
Population 1,583,800 
Families 489,700 
Retail Sales 1,934,984,000 
Effective buying Income 2,686,413,000 


Source 1957 Survey of Buying Income 


(Sales Management) 


Number TV Homes 317,902 
Source Advertising Research 
Foundation 





WOC-TV -Davenport, lowa is part of Central Broadcasting Company which also 


owns and operates WHO-TV and WHO- Radio-Des Moines 


AUDIENCE 


OR ILLINOIS (outside Chicago) 


Broadcasting Publications Ine. 
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THE BUSINESSWEEKLY OF TELEVISION AND RADIO 


Published every Monday by Broadcasting 
Publications Inc. 


Executive and Publication Headquarters 
Broadcasting * Telecasting Bidg. 


1735 DeSales St., N. W., Washington 6, D. C. 
Telephone: MEtropolitan 8-1022 


| EDITOR & PUBLISHER: Sol Taishoff 


MANAGING EDITOR: Edwin H. James 

SENIOR EDITORS: Rufus Crater (New York), J. 
Frank Beatty, Bruce Robertson (Hollywood), 
Fred Fitzgerald, Earl B. Abrams 

NEWS EDITOR: Donald V. West 

SPECIAL PROJECTS EDITOR: David Glickman 

ASSOCIATE EDITOR: Harold Hopkins 

ASSISTANT EDITORS: Dawson Nail, 
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STAFF WRITERS: Frankie Pelzman, Myron Schol- 
nick, Benjamin Seff, Ann Tasseff, Jim Thomas 
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| VICE PRESIDENT & GENERAL MANAGER: Maury Long 


| ADVERTISING ASSISTANTS: 


SALES MANAGER: Winfield R. Levi (New York) 
SOUTHERN SALES MANAGER: Ed Sellers 
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TRAFFIC MANAGER: Harry Stevens 
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John Henner, Ada 
Michael, Lois DeShields 
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ASSISTANT AUDITOR: Eunice Weston 
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SUBSCRIPTION MANAGER: Frank N. Gentile 
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The Quint-Cities Sta- 
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THE BUSINESSWEEKLY OF TELEVISION AND RADIO 


1735 DeSales St., N. W. Washington 6, D. C. 
PLEASE START MY SUBSCRIPTION WITH THE NEXT ISSUE 


(0 52 weekly issues of BROADCASTING $ 7.00 
(0 52 weekly issues and Yearbook Number 11.00 
0 Enclosed DO Bill 


HOLLYWOOD 
6253 Hollywood Bivd., Zone 28, HOllywood 3-3148 
SENIOR EDITOR: Bruce Robertson 


WESTERN SALES MANAGER: Bill Merritt, Virginia 
Stricker 


Toronto, 32 Colin Ave., HUdson 9-2694 
| James Montagnes 








SUBSCRIPTION PRICES: Annual subscription for 52 
weekly issues $7.00. Annual subscription including Year- 
book Number $11.00. Add $1.00 per year for Canadian 
and foreign postage. Subscriber's occupation required. 
Regular issues 35¢ per copy; Yearbook Number $4.00 
per copy 


SUBSCRIPTION ORDERS AND ADDRESS CHANGES: Send 
to BROADCASTING Circulation Dept., 1735 DeSales St.. 
N.W., Washington 6, D. C. On changes, please include 
both old and new addresses. 
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company name BROADCASTING* Magazine was founded in 1931 by 


Broadcasting Publications Inc., using the title: BROAD- 
CASTING*—The News Magazine of the Fifth Estate. 
Broadcast Advertising* was acquired in 1932, Broadcas' 
Reporter in 1933 and Telecast* in 1953. 


*Reg. U. S. Patent Office 
Copyright 1958 by Broadcasting Publications Inc. 
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city zone state 
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ARB Proves Only KOM( 
the Area It's Keved | 


SPECIAL RESEARCH in DAYTIME PERIODS containing DUPL 
PROGRAMS establishes KCMC-TV complete .dominance in the ha 


ARB Telephone Coincidental Conducted i 


TEXARKANA 
(Miller - Bowle Counties) 


lt - 11:30 a.m. (Duplicated CBS Network 
Programming between KCMC-TV_ and 


Station B) 

KCMC-TV 18.5 15.2% 
Station B 1.5 6.1% 
Station C 4.6 18.7% 


11:30-11:45 am (KCMC-TV Program 
ming Locally; Stations B & C Different 
Network Shows) 


KCMC-TV 13.6 55.3% 
Station B 4.6 18.7% 
Station C 6.4 26.0% 


11:45-12 Noon (KCMC-TV Programming 
Locally; Stations B & C Different Network 


Shows) 

KCMC-TV 14.4 68.0% 
Station B 2.5 11.8% 
Station C 4.3 20.2% 


3-3:15 p.m. (KCMC-TV Programming 
Locally; Stations B & C Different Net- 
work Shows) 


KCMC-TV 20.2 67.4% 
Station B 79 26.3% 
Station C 1.9 6.3% 


3:15-4 p.m. (Duplicated CBS Network 
Programming between KCMC-TV and 


Station B) 
KCHKiC-TV 24.2 81.5% 
Station B 2.0 6.7% 
Station C 3.5 11.8% 
CLARKSVILLE 
84° Total Overall 
Share of Audience 
DALLAS in periods surveyed 


y el 


THIS IS THE EXCLUSIVE NORTHEAST TEXAS — 
MARKET KCMC-TV DELIVERS FOR YOUR PROC 


eKCMC- 


RICHARD M. PETERS 
General Manager 






Mon. thru Fri., March 17-21, 1958 


Ge KCMC-T\ 
Gam STATION B (CBS OUTLET 
C] STATION C (NBC OUTLET 


TEXARKANA 
73.5% Total Overall 
Share of Audience 
in periods surveyed 


® SHREVE 
78 Miles 


100,000 WATTS — CHANNEL 
TEXARKANA, TEXAS - ARKANS 


Represented by Venard, Rintoul & McConnell, I 





“TV Delivers 
0 Serve 


CATED & UNDUPLICATED 
rdest test of all! 


Cities Indicated Below 


CLARKSVILLE, TEXAS 
(Red River County) 


11-1130 am (Duplicated CBS Network 
Programming between KCMC-TV ‘and 


Station B) 

KCMC-TV 157 13.3% 
Station B 93 14% 
Station C 57 25.3% 


11.30-11:45 am. (KCMC-TV Program- 


ming Locally; Stations B & C Different 
Network Shows) 

KCMC.-TV 172 81.9% 
Station B 17 8.1% 
Station C 2:4 10.0% 





11:45-12 Noon (KCMC-TV Programming 
Locally; Stations B & C Different Network 


Shows) 

KCMC-TV 19.9 90.3% 

Station B 0.3 1.3% 
) Station C 21 8.4% 





3-3:15 p.m. (KCMC-TV Programming 
Locally; Stations B & C Different Network 
Shows) 


KCMC-TV 28:7 85.4% 
Station B 1.4 5.5% 
Station C 23 9.1% 





3:15 - 4:00 p. m. (Duplicated CBS Network 
Programming between KCMC-TV_ and 
Station B) 





KCMC-TV 21.8 87.96% 

Station B 0.9 3.6% 

Station C 2.1 8.5% 
LITTLE ROCK 
158 Miles 


PORT 


SOUTHWEST ARKANSAS 
RAM & COMMERCIALS 


= 


5 JACK ROLLINGS 
AS Natl. Sales Manager 
ic. 
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106% GREATER 
AUDIENCE 


than Station B—all day * 


5000 


LIVELY WATTS 





more listeners than all 
heard in 


Lansing combined.* 


other stations 





Contact: Venard, 
Rintoul & McConnell, Inc. 






* February-March, 1958 
C. E. Hooper, Inc. 


ASSOCIATED WITH WPON 
PONTIAC, MICHIGAN 
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OUR RESPECTS 
to Ralph Carson 





T BEGAN as a breakfast ritual in the home of Ralph Carson, president of Carson/ 

Roberts, Los Angeles advertising agency. 

“Have a happy day,” he’d tell his children. “A happy day is a good day, a day 
in which you get things done. If you’re not going to have a happy day you might 
as well go back to bed, because you'll be no good to yourselves or anyone else.” 

It worked at home and he felt it would work outside. “Have a happy day” became 
his morning greeting to the staff. Now it greets telephone callers to the agency. 
Stickers, mail enclosures and outdoor posters, embellished with a happy-faced man 
drawn by Mr. Carson’s partner, Jack Roberts, spread the message to all Los Angeles. 

“We'd like to spread it farther,’ Mr. Carson says. “We've worked out a radio 
formula—happy news, happy history and that sort of thing—for syndication to one 
advertiser in each community who wants to promote his company personality.” 

“Have a happy day” illustrates Ralph Carson’s conviction that advertising’s com- 
munications potentialities go far beyond the sale of commodities. “Advertising is 
perhaps the only means of really free expression we have today,” he asserts. “Make 
a public statement and it’s excerpted, revised and edited a dozen times before it 
gets on the air or into print. But when you pay for time or space to present your 
message, it goes out exactly as you want it to.” 

Born in Milwaukee May 12, 1914, Ralph graduated from high school in deep 
depression days. He organized College Boys Butter & Egg Co. (buying dairy products 
from farmers, peddling them door-to-door) to finance a semester at the U. of Wis- 
consin, then went to Boston U. on a scholarship. In Boston he attended classes in the 
morning, sold shoes in the afternoon and at night earned $3 for a 7-11 stint writing 
and announcing at W1XAL (now WRUL), international station. 

Graduated in 1937, he bee-lined for New York, where a letter to a Boston U. 
alumnus, A. A. Schechter, then shaping the mold of broadcast journalism as 
director of NBC’s news department, got him a job with the network. 

From NBC he moved to Ted Christie Advertising, where he recorded interviews 
with visitors to New York for use on their home town radio stations. Then to WRJN 
Racine, Wis., as announcer-writer; to Chicago where he wrote and acted on the 
Household Finance network program and was a member of Blair Walliser’s daytime 
drama stock company at WGN, to the U. of Minnesota for graduate work in speech 
and advertising (working meanwhile at WCCO Minneapolis and at KUOM, the uni- 
versity station). Three weeks as a reporter in Lincoln, Neb., were enough to send him 
back to business at Chapman’s Department Store in Milwaukee and then to John 
Irving Shoe Co. (where he’d worked in Boston) as assistant manager in Norfolk, Va. 
In pre-war January 1941 he joined the Air Force, but by April he was back with 
Irving Shoe. Then came Pearl Harbor; by January 1942 he was in the Sea Bees. 

Confusion was rampant; morale was low; he thought a camp paper might help 
and launched the weekly mimeographed Bee-Lines. A copy caught an admiral’s 
eye. Bee-Lines became the official paper of the corps. Yeoman Carson was com- 
missioned and sent to Casablanca. 

There he met Andre Baruch, veteran announcer, and in no time the two had a 
radio station on the air entertaining service personnel in North Africa with scrounged 
phonograph records and shows written by Carson and produced by Baruch. Mr. 
Baruch also introduced Ensign Carson to an Army Nurse, Maida Berger, who 
became Mrs. Carson in Oran Oct. 27, 1943 (Navy Day). Two years later Ralph 
(then a lieutenant) would up the war as a combat correspondent in Europe. 


4 Rey CARSONS planned on settling in New York but a family visit took them 
to California and there they stayed. First he worked for six months in the 
advertising department of Packard-Bell, then opened his own agency, Ralph Carson 
Advertising (“RCA for short’). 

In January 1950 he and Jack Roberts formed Carson/Roberts. Their accounts 
range from ceramics to electronics to tv programs (Mark VII, producer of Dragnet) 
to toys. Under C/R guidance, Mattel Inc. has become one of the country’s largest 
toy makers and the first to break the pre-Christmas only advertising pattern and 
become a year-round advertiser. One of the original sponsors of ABC-TV’s Mickey 
Mouse Club, Mattel has just signed a $1 million contract for once-a-week sponsorship 
of that program for the year starting in October. 

But most C/R clients are in the California fashion field. To date they have used 
mostly print media but Ralph Carson thinks this will soon change. Color television, 
he believes, will be the fashion medium of the future. 

The Carsons and their children, Carey, 11, and Janice, 9, live in the Los Angeles 
hills overlooking the UCLA campus. Ralph’s favorite sport is tennis, but he devotes 
more time to his duties as den father of a Cub Scout pack. 
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television’s most celebrated series 


LASSIE 


now available for the first time 
to help you sell locally 
... titled 


JEFF’S COLLIE 


L.P.t. 1958 


Honored in two successive seasons with the Emmy, and with the 
Peabody Award, its greatest fame is in the marketplace where 
it has attained a brilliant sales-producing record, far outrating 
all series placed in opposition on the networks. As JEFF’S 
COLLIE, it will do the same for you right in your 

own market. Wire or phone Michael M. Sillerman, 
Executive Vice-President, TPA, 488 Madison Avenue, 

New York City, Plaza 5-2100. z 
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In any category, at any time, WSPD is first in 
Toledo radio. By every rating standard, WSPD 
has more audience—across the board—than the 
next two stations combined. But with this solid 
dominance, SPeeDy continues to maintain it with 
leadership in the community through public inter- 
est programming, 24-hour news reporting, top 
talent and features, and continuous audience pro- 
motion. In being first for 37 years, SPeeDy makes 
sure that in planning any radio advertising cam- 


paign—it only takes one to take Toledo! National Representative: The Katz Agency 
National Sales Director: M.E. McMurray 
625 Madison Ave., N. Y. ¢ 230 N. Michigan Ave., Chicago 
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OVERSIGHT GOES AFTER 


@ Dual attack hits FCC’s criteria for grants, 


@ Harris hints scandal about applicants’ app 


Rep. Oren Harris of the House Legisla- 
tive Oversight Subcommittee has his eye 
on tv licensees. He may put his finger on 
some of them this week. 

Getting up steam after a relatively-peace- 
ful interlude, the subcommittee last week 
heard testimony that (1) the FCC is incon- 
sistent in applying criteria for tv licenses and 
(2) “pro forma” station transfers subvert 
FCC decisions by awarding channels with- 
out comparative hearing. 

Even more headline-provoking was Rep. 
Harris’ hint that he is about to disclose “sen- 
sational facts’ about improper approaches 
to the FCC by tv applicants. Further, it was 
learned the subcommittee feels that several 
station owners stand to lose their licenses 
as a result of illegal activities. 

The subcommittee last Thursday did the 
spadework for this week’s “eye-openers” 
with testimony on 20 comparative cases and 
sales of tv stations by two staffers (see 
right). Rep. Harris promised there will be 
interesting information developed and that 
it “probably will open the eyes of a lot of 
people as to whether the law has been fol- 
lowed,” particularly by litigants before the 
Commission. 

He vehemently denied that recent repeat- 
ed “whitewash” charges against the sub- 
committee, appearing in the Knight news- 
paper chain and syndicated columns, had 
anything to do with the current phase of 
hearings. 

Witnesses scheduled to appear before the 
subcommittee—outside of its own staff— 
have been and still are a jealously-guarded 
secret. Rep. Harris would say only that wit- 
nesses would be called. 

{Tuesday and Wednesday of last week 
were devoted to testimony from the FCC 
on patents (story page 76).] 

Robert McMahon, a recent addition to 
the subcommittee staff and a candidate for 
a PhD in Communications, gave a lengthy 
report on the transfer of tv stations. “Of all 
the methods and means whereby an individ- 
ual or corporation is awarded a license to 
operate a radio or television station, the 
bestowal of license through the back door of 
transfer stands out as perhaps the most 
significant,” he said. 

“With few exceptions, the FCC transfer 
approvals since 1952 have been pro 
forma,” Mr. McMahon charged. The de- 
mand for vhf channels and inflation in sta- 
tion prices “are encouraged by knowledge 
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. that a transfer proceeding before t 
FCC is a mere formality,” he said. 
“Exorbitant prices are demanded for s 
tions with a substantial premium being pd 
for the license itself,” the witness stat¢ 


“Frequently the price factor was completdly 


ignored [in Commission approval] . . . Sub 
payment is not ? compensation for develc 
ing a successful station, but reward f 
merely acquiring a license.” 

Also, Mr. McMahon charged, the “exorpi 
tant” prices lead to over-commercializati 
and poorer programming. “It is obvious th: 
there is no necessary relationship betwe: 
the person willing to make the largest 


vestment and the most competent operato}.” 
“A further outgrowth of excessive pricq is 
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station transfers 


‘oaches to Commission 


rived from each transfer could be required. 
The Commission could impose its own dis- 
cretionary limitation on excessive sale prices 
without doing violence to legislative author- 
ity. In addition, the Commission could and 
should be more willing to consider evidences 
of trafficking. 

“There have been occasions when, after 
long and complicated comparative hearings 
have been held to choose the best applicant 
for a tv channel, the winning applicant has, 
soon after receiving the grant, transferred 
his permit for construction and dissipated 
the very grounds for the Commission’s de- 
cision.” [He cited KLZ-TV Denver.] 

“Stations have been sold for large sums 
of money where actual operation has barely 
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THE TWENTY CASES IN HARRIS’ SIGHTS 


2 Legislative Oversight Subcommittee staff last 
ed notice of displeasure with what has hap- 
‘0 tv cases. It cited six as examples of licensees 
*s losing applicants) getting into markets 
ation purchases, and 14 as cases which demon- 
eliability of FCC criteria in making original 
wards. 


St. Louis (involving chs. 2, 4 and 11); KLZ- 
Denver; WVUE (TV) Wilmington, Del.; 
|M-TV Minneapolis; WANE-TV Fort Wayne, 
rovidence, R. 1., merger. 


¢TEEN: Sacramento ch. 10; Boston ch. 5; Hart- 
‘Indianapolis ch. 13; St. Louis ch. 11; Miami 
ksonville ch. 12; Tampa ch. 8; Denver ch. 7; 
. 7; Madison ch. 3; Knoxville ch. 10; Norfolk 





ch. 10; New Orleans ch. 4. 








stimulation of trafficking in licenses,” N 
McMahon determined. “Trafficking raise 
serious threat of inferior and medio 
standards of broadcasting . . . There is grq 
inconsistency in providing elaborate p 
cedures for licensing to determine the bjs 
qualified applicant only to have the basis 1 
the decision shattered by a transfer.” 

Mr. McMahon made the following cq 
clusions: 

“Even without additional legislative gu 
ance and standards, the FCC could consid 
ably strengthen its regulation of transfers. 
showing of some public benefit to be ¢ 





begun, and where indications were that 
buyer was basically purchasing a channel 
allocation since seller had little else to sell.” 
[He cited KLZ-TV.] 

“Stations have been sold such a short 
time after original grants have been made as 
to question the applicant’s good faith in 
applying.” [Again, KLZ-TV.] 

“In one substantial case, a successful ap- 
plicant in a comparative hearing soon after- 
wards entered into an agreement with some 
of the unsuccessful applicants with the re- 
sult that an applicant which the Commis- 
sion decided originally was not qualified to 
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TV LICENSE PROBE continuep 


receive the grant was given the channel and 
the original grantee purchased an existing 
outlet in the same Community.” {He cited 
the St. Louis case. The “unqualified” ap- 
plicant referred to (220 Tv Inc.) actually 
was found “qualified’ by the FCC but did 
lose the contest.] 

“There are instances of an increasing 
tendency toward vertical integration in the 
communications industry and its component 
distributors, producers, and exhibitors of 
programs.” [He cited KMGM-TV Min- 
neapolis.] 

“There are numerous instances of in- 
creasing concentrations of ownership of 
broadcast facilities in major markets. 


“The Commission's responsibility to de- 
cide which applicant is the most ‘qualified’ 
among applications for mutually exclusive 
grants has on a number of occasions been 
taken out of its hands by various ‘deals’ 
among competing applicants. In some cases 
one is “bought off” by the other, or makes 
certain promises and arrangements for the 
other’s withdrawal. Often these deals are 
made in the name of ‘getting television 
service more quickly to the public’.” 


Mr. McMahon discussed in detail the 
sale of KLZ-TV Denver to Time Inc. (four 
months after the station went on the air) 
and the CBS purchase of ch. 4 (KWK-TV) 
St. Louis soon after the network had re- 
ceived a grant for ch. 11 there over four 
competing applicants. 

He will be back tomorrow (Tuesday) to 
finish his testimony on other cases prepared 
(see box) and to give additional information 
on ch. 2 St. Louis—under direct mandate 
of Rep. Harris. During Mr. McMahon’s 
testimony, Rep. Harris said it appeared the 
applicants at times decide for themselves 
who is to get a channel through “chicanery 
and skullduggery.” Rep. John Moss (D- 
Calif.) said it appeared the FCC had “vol- 
untarily abdicated” its functions to CBS 
in the St. Louis case and that the network 
had forced an affiliate (KWK-TV) to 
“knuckle under.” 

Mr. McMahon also entered documents 
into the record which showed (1) compara- 
tive tv cases in which competing applica- 
tions were dismissed because of mergers or 
other agreements; (2) a time study of com- 
parative cases before the FCC since July 
1954; (3) pattern of ownership in top 100 
markets, and (4) a record of tv station sales 
since January 1956. 

James P. Radigan Jr., on loan to the sub- 
committee from the Library of Congress, 
gave a detailed study on reasons for FCC 
decisions in 14 comparative tv cases. “It 
is apparent that the FCC decisions are not 
governed by the rule of stare decisis,” he 
said. 

The Commission rules contain no pro- 
visions for making tv grants, as do those 
for am, Mr. Radigan pointed out. He listed 
these criteria as those followed by the FCC 
in comparative tv cases: local ownership, 
integration of ownership and management, 
participation in civic activities, diversifica- 
tion of occupations, broadcast experience, 
past broadcast record, planning and prep- 
aration (for proposed station), program 
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policies, program proposals, studio pro- 
posals, staff proposals and diversification of 
control. 

In each of the 14 cases studied, he said, 
“it would have been impossible to predict 
in advance the degree of weight which would 
be given to each of the foregoing criteria.” 
In summarizing the representative cases, he 
attempted to prove that in one instance, for 
example, a grant was made because an ap- 
plicant owned a local newspaper while in 
another instance the grant was denied for 
the same reason. 

In other cases, he said, applicants were 
both successful and unsuccessful because 
they owned other broadcast properties. The 


FCC’s defense has been that it is necessary 
to decide each case on an individual basis, 
with certain criteria more applicable in 
some instances than others. 

Rep. Harris said it will be necessary for 
the FCC to show why each case must be 
considered on an individual basis. 

Mr. Lishman observed that the witness 
study raised “serious doubts as to whether 
there is any consistency in the application of 
any standard” by the FCC. Rep. Harris 
promised that other witnesses, as yet un- 
named, will further develop Mr. Radigan’s 
study. Specifically mentioned were Denver 
ch. 7, Miami ch. 7 and St. Louis chs. 2, 4 
and 11. 


Transfers, merger under scrutiny 


There were five station sales and one 
merger agreement submitted to the House 
Legislative Oversight Committee by Robert 
D. McMahon, committee staff employe. 
They are: 


KWK-TV St. Louis, sold to CBS in 1958 
for $4 million, with CBS relinquishing its 
cp for ch. 11 St. Louis to 220 Television 
Inc., which in turn issued $200,000 in 3% 
debentures to other unsuccessful applicants, 
St. Louis Telecast and Broadcast House Inc. 
Question raised is whether the FCC should 
permit a tv channel to be turned over to 
an applicant found less competent. 


KLZ-AM-TV Denver, Colo., sold in 
1954 to Time Inc. subsidiary for $3.5 mil- 
lion, after winning comparative hearing in 
1953. Question raised is whether action 
renders Commission hearing processes 
“meaningless” when winning applicant can 
sell station to entity which would not have 
measured up to standards on which original 
grant was made. 


WVUE (TV) Wilmington, Del., sold in 
1955 to Paul F. Harron (WIBG-AM-FM 
Philadelphia) for $3.7 million and in 1957 
all three stations sold to Storer Broadcast- 
ing Co. for $5.6 million. Question raised 
involves city straddling. 


KMGM-AM-TV_ Minneapolis, Minn., 
sold in 1956 to United Television Inc. for 
$1.5 million and in 1957 75% of KMGM- 
TV sold to National Telefilm Assoc. for 
$650,000. Questions raised involve whether 
FCC should set minimum period of owner- 


ship before licensee may sell; vertical in- 
tegration of broadcast stations and com- 
panies which have other business to which 
priority is given; and antitrust issue (NTA 
is subject of antitrust complaint by Dept. 
of Justice). 


WINT (TV) Waterloo, Ind. (now WANE- 
TV Fort Wayne), sold in 1956 to Universal 
Broadcasting Co. (Bruce McConnell) for 
$500,000, who in two months sold WINT, 
plus other Universal properties (WISH- 
AM-TV Indianapolis, WANE Fort Wayne) 
for $10 million to J. H. Whitney & Co.'s 
Indiana Broadcasting Corp. Questions raised 
involve diversification criteria and whether 
requirements be established that station be 
held a minimum period before selling. 


The merger involved Providence, R. I.. 
ch. 12 which was granted in 1953 to Cherry 
& Webb Broadcasting Co., following a mer- 
ger agreement with other applicants, Hope 
Broadcasting Co. and Greater Providence 
Broadcasting Co. Part of the agreement 
involved an option held by Cherry & Webb 
to buy back for $205,000 plus a $62,500 
consultancy the 20% interest in merged 
company held by Greater Providence prin- 
cipals Robert T. Engles and C. George 
Taylor. Questions raised involve private 
commercial transactions with high profits 
obviating need for hearing; whether Sec. 
1.366 permitting dismissal of applications 
without requirement for FCC permission is 
conducive to strike applications, quickie 
grants or “pay offs.” 


14 cases with criteria in conflict 


These are the 14 “representative” com- 
parative tv hearing cases used as illustra- 
tions by House Legislative Oversight com- 
mittee staff employe James P. Raddigan 
Jr. (using his data, secured from FCC 
records): 


Sacramento, Calif., ch. 10—Granted Sept. 
29, 1954, to Sacramento Telecasters Inc. 
(now KBET-TV) and denying McClatchy 
Broadcasting Co. Sacramento was preferred 
on the ground it was free from ties with 
other mass media in Sacramento and Cen- 
tral Valley of Calif. Examiner recommended 
grant to McClatchy. 


Boston, Mass., ch. 5—Granted April 24, 
1957, to WHDH Inc. (now WHDH-TV) 
and denying Greater Boston Television 
Corp.. Massachusetts Bay Telecasters Inc., 


and Allen B. DuMont Labs. WHDH 
(Boston Herald-Traveler) preferred on 
ground its showing overall overcame its 
weak showing in mass media factor. Ex- 
aminer recommended grant to Greater 
Boston. 

Hartford, Conn. ch. 3—Granted July 18, 
1956, to Travelers Broadcasting Service 
Corp. (now WTIC-TV) and denying Hart- 
ford Telecasting Co. Travelers preferred on 
superiority of all comparative factors ex- 
cept that of mass media diversification. Ex- 
aminer recommended grant to Travelers. 

Indianapolis, Ind., ch. 13—Granted 
March 6, 1957, to Crosley Broadcasting 
Corp., (now WLWI [TV]) and denying In- 
dianapolis Broadcasting Inc., WIBC Inc., 
and Mid-West Tv Corp. Crosley preferred 
because of past broadcast record and ex- 
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perience. Examiner recommended grant to 
Mid-West. 

St. Louis, Mo., ch. 11—Granted March 
27, 1957 to CBS and denying 220 Tele- 
vision Inc., St. Louis Telecast, Broadcast 
House Inc. and St. Louis Amusement Co. 
(which dropped out of case during hearing). 
CBS preferred because of past operation of 
station KMOX St. Louis and superior over- 
all comparative showing. Examiner recom- 
mended CBS. 

Miami, Fla., ch. 7—Granted Jan. 18, 
1957, to Biscayne Television Corp. (now 
WCKT [TV]), denying East Coast Televi- 
sion Corp., South Florida Television Corp. 
and Sunbeam Television Corp. Biscayne 
preferred on integration of ownership and 
management, broadcast experience, civic ac- 
tivities and past broadcast records of princi- 
pals. Biscayne is combination of Cox and 
Knight newspaper-broadcast interests plus 
Niles Trammell, former NBC president. 
Examiner recommended Biscayne. 

Jacksonville, Fla., ch. 12—Granted Aug. 
29, 1956, to Florida-Georgia Television Co. 
(now WFGA-TV), denying City of Jackson- 
ville and Jacksonville Broadcasting Corp. 
Florida-Georgia preferred on broadcast ex- 
perience, integration of ownership and man- 
agement and diversification of business back- 
ground of principals. Examiner recom- 
mended Jacksonville Broadcasting Corp. 

Tampa, Fla., ch. 8—Granted Aug. 4, 
1954, to Tribune Co. (now WFLA-TV), 
denying Pinellas Broadcasting Co. and 
Tampa Bay Area Telecasting Corp. Tribune 
Co. preferred because of overall superiority. 
Examiner recommended Tribune Co. 

Denver, Colo., ch. 7—Granted June 26, 
1953, to Aladdin Radio & Television Inc. 
(now KLZ-TV), denying Denver Television 
Co. Aladdin preferred on superiority in all 
factors except diversification. Examiner 
recommended Aladdin. 

Seattle, Wash., ch. 7—Granted July 25, 
1957, to Queen City Broadcasting Co. (now 
KIRO-TV), denying KXA Inc. and Puget 
Sound Broadcasting Co. Queen City pre- 
ferred on past performance, awareness of 
local needs. Examiner recommended Queen 
City. 

Madison, Wis., ch. 3—Granted Dec. 7, 
1955, to Radio Wisconsin Inc. (now WISC- 
TV), denying Badger Television Co. Radio 
Wisconsin preferred on diversification of 
mass media factor. Examiner recommended 
Badger Television. 

Knoxville, Tenn., ch. 10—Granted Jan. 
11, 1956, to Radio Station WBIR Inc. (now 
WBIR-TV), denying Scripps-Howard Radio 
Inc. and Tennessee Television Inc. WBIR 
was preferred on its established broadcast 
record. Examiner recommended WBIR. 

Norfolk, Va., ch. 10—Granted May 29, 
1956, to Portsmouth Radio Corp. (now 
WAVY-TV), denying Beachview Broadcast- 
ing Corp. Portsmouth preferred on com- 
parative superiority in all factors except 
diversification. Examiner recommended 
Beachview. 

New Orleans, La., ch. 4—Granted July 
11, 1956, to Loyola U. (now WLW-TV), 
denying Times-Picayune Publishing Co. and 
James A. Noe & Co. Loyola preferred on 
past broadcast record and diversification of 
mass media. Examiner recommended Times- 
Picayune. 
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TV BOWS AMON( GLOBAL MEDIA 


ON INTERNATIO 


AL ADV. AGENDA 


@ U. S. broadcasters addiess IAA New York convention 


@ Tv dominates exhibits |by 


Television—‘the fabulous infant”’—\lhst 
week made its official debut on the agerda 
of the 10th annual convention of the In#r- 
national Advertising Assn. in New Yak. 
Though tv has been talked about on-and4pff 
over the past three years at IAA convpn- 
tions, such talk had usually been confited 
to the corridors where international meflia 
organizations and other service gro¥ps 
staged their exhibits. This year, even fhe 
exhibits grew in size and scope as MCA-F-V 
International and a number of Latin Anfer- 
ican broadcasting organizations left raflio 
far behind, stressing tv and syndicated fjlm 
programming. | 

Furthermore, more than 800 advertisng 
and agency executives representing over}50 
nations filed into the grand ballroom of fhe 
Hotel Roosevelt Thursday afternoon | to 
listen to some serious talk about interpa- 
tional tv from a group of U. S. broadqdast 
executives. 

Statistically, tv at last qualifies as ]|“a 
global medium.” Since the start of 1957, 
200 new tv stations have gone on the fair 
to make a world-wide grand total of $30 
tv stations (outside of U. S.) according] to 


Television Bureau of Advertising, whpse .- 


national sales director, Halsey V. Barwptt, 
addressed the delegates Thursday. This 69'% 
jump in stations-on-air was complemented 
by a 52% gain in set usage, from [4.9 
million to 7.4 million. With U. S. stafon 
count included, world sets-in-use may 4qur- 
pass 69 million. Outside of U. S., there Jare 
21,615,750 sets in use (last official cerjsus 
having been made in February this yer) 
of which Canada claims 2.9 million. 
Noted Mr. Barrett: “This is a far greater 
rate-of-increase than the current growth of 
U. S. television which added 6.2% few 
stations in 1957 and enjoyed a 12% incrdase 
in sets.” 

Tv’s rapid growth, explained the brdad- 
casters, has necessitated some “drastic efal- 
uation” of world-wide media. 

David Polinger, an ABC-TV account }ex- 
ecutive, forrher general manager of WAT‘A- 
TV and commercial manager of WK]AQ 
(TV), both San Juan, P. R., cast a critfcal 


| 


Spot television spending in the {rst 
quarter of 1958 continued to move |ip- 
ward, rising 1.8% over the same peqiod 
of 1957 to reach a total of $1]9,- 
062,000, President Norman E. Cashj of 
TvB is announcing today (Monday). 

Mr. Cash said that “with first-qua]ter 
1958 reports in other media showing }de- 
clines, television is the only major njass 
advertising medium to show an incrdase 
over the same period last year.” 





U. S., Latin organizations 


eye on the current practices and needs of 
international television. 

Among his findings: that many syndica- 
tors of dubbed tv films and their internation- 
al distributors “occasionally price a series 
not consistent for an equitable purchase in 
the market;” that much impact is wasted 
abroad because international advertisers are 
emulating their domestic colleagues by over- 
emphasizing ratings (“. . . many afternoon, 
late evening and other lower-rated periods 
can provide an excellent cost efficiency and 
do deserve closer scrutiny”); research in- 
formation is fine but not enough: what is 
“needed, but often lacking” is sales pro- 
motion information. Also, Mr. Polinger 
pointed out, “since many decisions for in- 
ternational tv are consulted and finalized 
in the U. S., it is in the interest of the tv 
station by means of kinescopes, program 
material, pictures of local personalities, re- 
leases regarding film purchases, to make 
easy the job of buying international tele- 
vision. Advertisers should expect more and 
more of this type of service and the sta- 
tions should provide it.” Mr. Polinger also 
urged stations to take the pains to explain 
to international advertisers the reason for 
rate card changes. 

Mr. Polinger’s “pet peeve” is the adver- 
tiser “who suddenly blasts into your market 
saying, ‘Gentlemen, we're going to spend a 
lot of money in your market! Let’s have 
the best deal, and I don’t mean rate card.’ ” 
Commented the ABC-TV sales executive: 
“Tv management is proud of its medium 
and the selling job it consistently performs, 
inexpensively reaching and selling a large 
market. How insulted would this same ad- 
vertiser be if he were informed his product 
was absolutely worthless and that it should 
be sold for at least half the price. A tv sta- 
tion’s product is time and it’s as sacred to 
the station as a consumer product is to the 
manufacturer, wholesaler or retailer. . 
And the advertiser who approaches inter- 
national television (in such a manner) cer- 
tainly neither respects the medium nor is 
assisting in providing the standardization of 
international operation necessary for the 
industry.” Confidence in a station, he as- 


QUARTER’S $POT TV UP 1.8% 


The first-quarter spot total this year 
compares with $116,935,000 in the first 
quarter of 1957. While this came to a 
gain of 1.8%, Mr. Cash said that “an 
anaylsis of 275 stations reporting during 
both the first quarter of 1957, and 1958 
showed an increase of 2.4%.” 

The quarterly spot reports are com- 
piled for TvB by N. C. Rorabaugh Co. 
A breakdown showing expenditures by 
leading advertisers will be issued shortly. 
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serted, can only be built through tv “suc- 
cess stories.” It cannot write them nor will 
Station management write them—via pro- 
viding such extra “pluses” as trade mail- 
ings, etc.—unless it has won the client’s 
respect to begin with. 

Mr. Polinger also blasted the “concept” 
—practiced especially in certain Caribbean 
and Latin American markets—of having 
large advertisers set up one-man house 
agencies which, “by sheer weight of the 


tremendous dollar volume to be spent in 
the market demand . . . the [15%] agency 
commission. This type of advertiser plays 
one station against the other, succeeds with 
one and literally forces the others into this 
unethical practice . . .” These same adver- 
tisers, Mr. Polinger maintained, “here in 
the U.S. employ the largest advertising 
agencies, and my question here is why 
should the international tv station be em- 
barrassed in this manner?” Mr. Polinger, 


noting that this is “an obvious violation of 
the principles upon which [the IAA] exists,” 
urged the association to make a “concerted 
effort” to regulate the commission system 
abroad where U.S. companies are involved, 

Mr. Barrett, while placing considerable 
emphasis on the “commercial angle” of 
global tv, stressed international television’s 
sociological, political and moral aspects. He 
called on the delegates “to see to it that 
this powerful social force helps to surmount 
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“Some girls think summer / means stockings goodbye. If that’s your trick, you're an / un-hip / chick 
... here’s why: (1) She may have spent a fortune on the newest shoe / have twice as many dresses as the 


others do / though she wears bracelets to here 


... (6).. unless her legs are too!” 


PREVIEW 






Doyle Dane Bernbach, New York, is no stranger to the 
high-fashion, ultra-slick and sometimes avant-garde school of 
visual advertising. Its trademark: lots of white space, big, black 
and bold type faces, and a minimum of copy (and that the 
relaxed kind). 

Come June 13, DDB partisans will see the latest effort, a 
virtual transplanting of the high-fashion print ad to network 
television. Premiering on Chemstrand Corp.’s Jefferson Drum 
(Fri., 8-8:30 p.m., NBC-TV) will be a 60-second spot on behalf 
of Chemstrand nylon yarn which, in effect, is littke more than a 
series of glamorous still photographs of model Betsy Pickering 
by freelance fashion photographer Bill Helburn, synchronized 
with a musical jingle and played off in a fast, stop-motion se- 
quence so.as to give viewers the illusion of motion. 

Chemstrand Corp. is not mentioned until the very last three 
seconds; the rest of the sell dwells on nylon stockings and the 
fact that “a lady isn’t dressed unless her legs are too.” While 
the commercial initially will be seen on network, there’s a 
distinct possibility that it will be used in a tv spot campaign 


ss dancer 
her legs are too. (3) She may have her hair done in the latest ‘do’ 
shape is madly new / Though she’s sporting a tan that could dazzle a man 


.. mink up to her ear / a lady isn’t dressed unless 
... (4)... the magazines may say her 
... (5)... a lady isn’t dressed 


DDB’S high fashion art moves into television 


underwritten by the National Assn. of Hosiery Manufacturers 
Inc. 

According to DDB ‘vice president-copy chief Phyllis K. Rob- 
inson, who wrote the commercial with composer Mitch Leigh, 
only key words of the “sell” are repeated visually to “accen- 
tuate the visual” and to “create an exciting staccato effect” 
which “also gave us frame-by-frame control.” DDB art director 
Bob Gage got together with Transfilm Inc.’s John Cuddy to 
devise a system whereby black animation cells would slowly 
focus viewer attention to the model’s legs, while Transfilm 
cameraman Eli Levitan worked out a means with photographer 
Helburn whereby still photos could be made to behave like 
running film. Others playing a large part in the production: 
DDB producer Don Trevor and his Transfilm contemporary, Bob 
Bergmann. 

Mrs. Robinson hewed to the traditional DDB policy of letting 
the pictures do most of the “talking.” Her Broadway-type musi- 
cal introduction sets the mood, but it’s the visual impression 
that does the selling. 
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the confusions and limitations of the lan- 
guage barriers and the 50% illiteracy that 
still blights the human race.” He also 
touched on the overwhelming success in 
Moscow of Texas pianist Van Cliburn and 
in New York of Sol Hurok’s imported 
Moiseyev Ballet Troupe. “Consider for a 
moment the goodwill and understanding . . . 
(should) . . . television be able to further 
this flow of cultural exchanges . . .” 

The TvB executive, in tracing tv commer- 
cial history in the U.S. and recounting such 
tv success stories as that of Lestoil, also 
talked sales-sense. Just because tv “is a 
very powerful advertising medium . . . does 
not mean that it is an easy medium to use.” 
His advice to “our international friends”’— 
“walk before you run in television.” He 
suggested that foreign advertisers and agen- 
cies look upon the past decade of U.S. trial- 
and-error tv as a “laboratory” where one 
may learn from “our mistakes.” He coun- 
seled, “Please do not let the size of U.S. 
television disqualify our successes and our 
failures in your mind. In truth, all tv is as 
local as the hearthside it reaches and U.S. 
tv commercial sponsorship ranges from the 
country grocery store in Vermont, 
spending $50 a week to draw customers 
into the store (increasing sales volume from 
$2,500 to $6,000 a week) to Procter & 
Gamble Co. which last year spent over 
$72 million in network and market-by- 
market tv because, as the president of P&G 
says, “Television sells goods economically’.” 

Alfred R. Stern, director of international 
operations for NBC, found that after “com- 
pleting a 40,000 mile trip around the world. 
visiting tv systems in . . . Britain, Austria, 
Germany, Japan, Hong Kong, Malaya, the 
Philippines and Australia,” he came away 
with “one conclusion: that state-owned and 
operated tv is not enough and that privately- 
controlled, e.g. commercial, television is 
needed to round out the wealth of cultural 
programming with mass entertainment.” Pri- 
vate or commercial tv, Mr. Stern pointed 
out, also “provides the competition which 
adds so much vitality to tv programming.” 
He cited as an example the titanic rivalry 
between BBC and Independent Television 
Authority in Great Britain. Though Europe 
is perhaps more sophisticated about com- 
mercial tv than other foreign areas, he said, 
an Italian advertiser—because there are 
only “four commercial positions available 
each day” on Italian government tv— 
“might have to wait two years before getting 
a commercial on the air,” and that “when 
a campaign is over, one has to go to the 
end of the line and wait one’s turn again.” 

He told the international gathering that 
tv’s costliness (as against radio’s relative 
economy) makes state responsibility for tv 
development illogical and prohibitive. Only 
private capital—and commercial operation 
—can aid the growth of international tv, 
said Mr. Stern, in reading a “commercial” 
on behalf of NBC International Ltd. which 
recently has “invaded” such countries as 
Yugoslavia to help, via counsel and private 
investment, to set up new tv stations. 
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A CALCULATING 


Texaco products are sold effectively b 
intensive radio spots and by the quiet aj 
proach of Metropolitan Opera broadcast 
according to the agency executive who buy 
time for Texaco—Jerome Feniger, vid 
president of Cunningham & Walsh, Ne 
York. 

But Mr. Feniger is unhappy about radi¢ 
model 1958, and he handed out a soun 
spanking last Tuesday at the Radio Mont 
luncheon of the Washington Ad Club. 

What annoys him most are jukebox prd 
gramming that can bore the 75% of peop 
who are over 14 years of age, and the ove 
crowding of commercials. 

These and other radio danger signs move 
Mr. Feniger to offer a set of suggestion 
designed to increase the medium’s attra 
tiveness to advertisers and to avoid redu 
tion of its effectiveness. 


RADIO—SUCCESSFUL SALESMAN 


A year-and-a-half ago, Mr. Feniger r 
called, Cunnigham & Walsh faced the prol 
lem of introducing Texaco’s new Sky Chi¢ 
Su-preme gasoline from coast to coast j 
gradual stages. “This called for a new cre 
tive platform,” he said, “and C&W turne 
one out that we're very proud of—Th 
Tower of Power. With catchy commercia 
we rapidly established The Tower of Powé 
as the place to buy this great new gasoline 

The campaign used radio saturatig 
flights of four weeks each, 80 to 100 spo 
per market per week, scheduled to reaq 
men primarily since they buy most of th 
gas and oil. Besides spot radio C&W usd 
heavy spot tv and announcement-type new 
paper ads. “This media mix seemed to d 


the job quickly, efficiently and effectively]’ 


he said. 

In contrast, the Metropolitan Opes 
broadcasts sponsored by Texaco on Satu 
day afternoon for 18 years have includd 
less than two minutes of total commerci 
time (modest sponsor identification only) 
four hours of broadcast time. Mr. Fenigs 
continued: 

“We know that these broadcasts dire 
from the stage of the Met do a threefo 
job—selling Texaco products in additia 
to the good work they do in the institution 
and brand image areas. This fall the M 
broadcasts will be on CBS and we kno 
that even more listeners than ever befo 
will be hearing these performances.” 

And radio is creative, Mr. Feniger sai 
citing the impact when listeners were to 
“that Contadina did indeed put eight gre 
tomatoes in that itty-bitty can. Wild—su 
it is—but it sold a hell-of-a-lot of toma 
paste for our client.” 

He emphasized the selling power of tl 
human voice—the local personality wi 
listener confidence who can direct them 
the product. “We’re using Arthur Godfré 
right now to sell Sara Lee cheese cake, co 
fee cake, chocolate cake and brownies 4 
the CBS Radio network and he’s doing 
grand job,” he said. “We give him the co] 
platform and he sells the goods. You c4 
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C&W’S JEROME FENIGER 
HE MIXES COMPLIMENTS AND CRITICISMS 


‘have confidence in the ability of such talent 


to do a great job of personalized selling for 
you.” 

As to spot, he said, “Spot broadcasting 
offers great flexibility and the opportunity 
to move in, do the selling job and move 
out, or move on to use a revolving budget 
fund in other markets. For accounts like 
Colgate, Jergens, Sunshine biscuits, Nar- 
ragansett beer and many others, we’ve found 
this technique most effective.” 

C&W finds sports broadcasts do “a real 
selling job” for Narragansett beer and Tex- 
aco, using regional baseball, football and 
sports news wrap-ups, he said. 


RADIO DANGER SIGNS 


Local radio is facing the boredom prob- 
lem, in Mr. Feniger’s opinion. “I feel that 
many local facilities are being down-graded, 
milked, over-commercialized and _pro- 
grammed at the mythical level of the 8th 
grade mind—which we all know is a fallacy,” 
he said. 

“Let’s face it, the radio station that’s run 
like a jukebox, programming a never-ending 
procession of the so-called top 40 tunes 
with little or no news or service program- 
ming, is certainly a bastardization of the 
true potential of the medium.” 

He recalled the observation by Mitch 
Miller, of Columbia Records, that the “pre- 
shave crowd” make up 12% of the popula- 
tion but “0%” of the buying power except 
for juvenile items [STaTIONS, March 17], 
adding: 

“This is strong language but it bears some 
thoughtful perusal. Certainly, a lot of the 
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music on the radio today is designed to 
build up a boredom factor among many of 
the 75% of the people in the country over 
14 years of age. Certainly, anything that 
tends to increase the boredom factor in 
radio is bad for advertisers, agencies, broad- 
casters and listeners alike.” 


Mr. Feniger continued, “It’s bad for the 
broadcasters for they can eventually com- 
mit a form of hari-kari on the goose that’s 
been laying some very golden eggs in recent 
years. It’s bad for the listener because a 
great force in entertainment, enlightenment 
and information can be diluted in what it 
offers him.” 


And then the matter of too many com- 
mercials: “There are some radio stations 
around the country that make a tough job 
even tougher by trying to make a real killing 
every day,” he said. “Little do they know 
that in this process they may be killing off 
the effectiveness of the medium. I’m talking 
about the operator who schedules six or 
even seven commercials every quarter-hour. 
We recently found one station that carried 
11 commercials in one morning quarter- 
hour. It’s probably not necessary to tell you 
that this particular station doesn’t carry 
any of our business now. 


“The human mind can absorb just so 
much in a brief period of time. Commer- 
cials scheduled back to back—regardless of 
how well they’re written—really only cancel 
each other out and tend to turn radio into 
a background medium instead of a selling 
medium. You may feel that I’m talking 
about a mere handful of radio operators. | 
wish that I were. More and more we see 
stations programmed like a jukebox, sched- 
uling little or no news of any consequence, 
jamming commercials together and letting 
the cash register tinkle its merry tune. 


“To my mind this tinkle can stop in a real 
hurry when the agencies and advertisers sit 
down to analyze sales results. The unfortu- 
nate part is that, in many cases, the con- 
demnation won’t be directed at any group 
of stations but at the medium as a whole.” 


HOW RADIO CAN IMPROVE 
Mr. Feniger offered these six suggestions: 


“Program for the whole audience—not the 
rock and rollers alone. 


“Schedule news regularly, thoughtfully 
and effectively. Let’s not forget about oper- 
ating in the public interest, convenience and 
necessity. 


“Be different in your approach. What’s 
great for your competition isn’t necessarily 
the end-all for your property. 


“Hire talent that can sell your client’s 
product in an effective and convincing man- 
ner. 


“Give the commercials a chance to sell 
by sticking to reasonable limits in the num- 
ber of spots you'll run in an hour. 

“Give the agencies and advertisers some 
valid research to show not only how many 
listen but who they are, what they buy and 
how your station can sell them.” 
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Frigidaire’s $6 Million 
Lands at D-F-S July 1 


The $6 million Frigidaire account of Gen- 
eral Motors Corp. will move to Dancer-Fitz- 
gerald-Sample July 1. 


The appointment, announced Wednesday 
by Herman F. Lehman, Frigidaire general 
manager and GM vice president, ended 
weeks of speculation about the account, 
which had been with Kudner Inc. almost 
three years. 


D-F-S last Thursday still was busy setting 
up the handling of media for its newest ac- 
count. All of Frigidaire’s broadcast business 
will be placed through the agency’s head- 
quarters in New York. D-F-S is establishing 
a Dayton office to service other phases of 
account activity. 


Ironically, a key D-F-S executive once 
associated with Frigidaire returns to the ac- 
count as its top supervisor: Dr. Lyndon O. 
Brown, vice president in charge of media, 
merchandising and research at the agency. 
Dr. Brown is a former vice president of the 
old Lord & Thomas agency (predecessor to 
Foote, Cone & Belding) that had the account 
from 1935 through 1955. 

While D-F-S had been considered among 
several “top ten” agency candidates for the 
Frigidaire business, favorite contenders had 
included Benton & Bowles, Compton Adv. 
and Tatham-Laird. 

Frigidaire has been active in network tv 
(primarily as alternate-week sponsor of the 
ABC-TV Patrice Munsel Show with Buick) 
and to a lesser degree in spot television. Its 
national billings are understood to be con- 
siderably dwarfed by a reported $10 million 
co-op allocation (non-commissionable). At 
one time Frigidaire reportedly billed as much 
as $12 million. 

The Frigidaire announcement, issued from 
Dayton, Ohio, said Dancer-Fitzgerald-Sam- 
ple would handle its “major appliance ad- 
vertising” for household refrigerators, food 
freezers, electric ranges and dryers and auto- 
matic washers. D-F-S is expected to formu- 
late and administer advertising, sales promo- 
tion and training programs, with emphasis 
on merchandising directed to retail and 
wholesale sellers. 


D-F-S’ overall billing, according to an in- 
formed estimate, currently is running at 
about $82.5 million, with the radio-tv billing 
accounting for more than half. The agency, 
in fact, has a strong radio position and is 
active in both network and spot in tv and 
radio. It has ranked consistently in the 


top 10 broadcast agencies throughout the 
50’s. 


Frigidaire represents the second multi- 
million dollar account added by D-F-S in 
the past five weeks. Last month it was ap- 
pointed to handle certain Swift & Co. prod- 
ucts (Pard dog food, Swift’ning, Jewel oil 
and shortening), worth perhaps $2 million. 
Leo Burnett Co. obtained other Swift prod- 
ucts. [ADVERTISERS & AGENCIES, April 14]. 


The Frigidaire appointment automatically 
pulls D-F-S out of the running, if indeed it 
was a contender, for the competing Hot- 
point “White Goods” account now split 


among three agencies. Hotpoint will con- 
tinue hearing formal agency presentations 
the next two weeks, it was learned Thursday, 
before naming a single agency to handle its 
business, now placed through Maxon (ap. 
pliances), J. R. Pershall Co. (trade) and 
Needham, Louis & Brorby (tv receivers). 

While maintaining healthy radio-tv activity 
D-F-S had its ups and downs in 1957, pick- 
ing up two accounts and dropping three 
[ADVERTISERS & AGENCIES, Dec. 30, 1957]. 

D-F-S was formed 35 years ago as 
Blackett-Sample-Hummert. The name was 
changed in 1945. It has had General Mills 
as an account all through that period. Other 
veteran accounts (25 years or more): Proc- 
ter & Gamble and Sterling Drug. Its leading 
tv network accounts include American 
Chicle, General Mills, Liggett & Myers, 
L&M cigarettes, Nestle Co., P&G, Peter 
Paul and Sterling Drug. 

Frigidaire’s history has been an interest- 
ing One, antedating Foote, Cone & Belding’s 
tenure when the account was serviced by its 
predecessor Lord & Thomas, starting about 
23 years ago. FC&B was summarily dis- 
missed in the summer of 1955 and Kudner 
took over under an overall General Motors 
advertising realignment program. Kudner 
also inherited several Frigidaire advertising 
personnel. 

Kudner was notified of its dismissal “in 
the best interest” of all concerned last 
March, along with the loss of the GMC 
Truck and Coach Div. account. 

McCann-Erickson subsequently landed the 
Buick and GMC Truck and Coach Div. 
business, adding about $25 million in new 
General Motors’ billings [ADVERTISERS & 
AGENCIES, April 21, March 31, and Feb. 
17). 

At one time, despite denials of high-level 
officials, McCann-Erickson was felt in some 
circles to be in the Frigidaire picture, not- 
withstanding its association with Westing- 
house (also white goods). Among other 
candidates for Frigidaire were D’Arcy Adv., 
Campbell-Ewald, Grey Adv. and Fuller & 
Smith & Ross. 


‘Kastor, Farrell Ties 


With Hilton & Riggio 


Two well-known advertising agencies 
united under a new name Thursday. Effec- 
tive June 1, Kastor, Farrell, Chesley & Clif- 
ford, an agency specializing in pharma- 
ceutical advertising, will merge with Hilton 
& Riggio, dominant in package grocery 
goods advertising, to become Kastor, Hil- 
ton, Chesley & Clifford, a combination ex- 
pected to be billing approximately $15 mil- 
lion annually. 

The new agency will headquarter at 
400 Madison Ave., New York, present site 
of KFC&C, and will continue to use the 
Harrisburg, Pa., office that principally 
services the Commonwealth of Pennsyl- 
vania account. 

A liaison arrangement between Hilton & 
Riggio and Bradley, Venning, Hilton Ltd., 
Toronto, for such accounts as_ Shirriff- 
Horsey Corp. Ltd. (foods) also will be con- 
tinued. 


Among the _ broadcast-using accounts: 
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Proot Again 
of WXEX-TV 
DOMINANCE! 


Here’s what the March, 1958 ARB Metropolitan Report for Richmond shows: 

















ze Sign-on to sign-off — W) 7 P.M. to sign-off— 
Sunday thru Saturday— Sunday |thru Saturday— 
WXEX-TV has more '/- hr. WXEX-TV rates FIRST 
FIRSTS than any other in 46.7% of all Y4-hours. 
Richmond area TV station* Statior B—2)7.3%. Station (—26%. 





% When at least two stations are on the air. Excludes children’s hours of 5 to 7 H.M. Monday through Friday. 


WXEX- 


Tom Tinsley, President N BC BASIC — CH ANNE L 3 Irvin G. Abeloff, Vice-Pres. 


‘ 





National Representatives: Select Station Representatives in New York, Philadelphia, Baltimore, Washingjon; Simmons Associates in Chicago and Boston; 
Clarke Brown Co. in Dallas, Houston, Denver, Atlanta, Miami, New Orleans; McGavren-Quinn jn Seattle, San Francisco, Los Angeles. 
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for local TV stations! 


52 hilarious subjects never before shown on television. A 
perennially popular series that has enjoyed fabulous success 
everywhere and has a pre-sold viewer audience. Now start 
programming newer subjects than have ever been shown 
before—and watch the moppets skyrocket your ratings! 


e MGM-TV offers unlimited runs on these 
Ripgle versatile films. Run singly as quarter-hour 


shows, or combined into half-hours...a 


Md natural any hour of the day... morning, 
noon or night. 


48 exciting crime stories with a point-of-view that makes 
them ever-timely. Dramatized in a documentary staccato 
style that provides perfect entertainment for prime evening 
hours. Starring such famous MGM names as Laraine Day, 
Robert Taylor, J. Carroll Naish, Van Johnson and others! 
MGM.-TV suggests that since each film runs 

~ only 21 minutes, they can be programmed 

as a 25-minute series, offering stations an 

extra profit-making 5-minute segment in 

° which to slot news or weather reports. Ideal 

for spotting just before joining or leaving 


the network. 











69 breath-taking adventures in science, history, medicine or 
geography ...scripted and narrated with the dramatic flair 
that made John Nesbitt famous. Designed for a family 
audience. Packed with prestige for bank, utility or insurance 


sponsorship. 
MGM-TV considers these 10-minute films 


° just right for the advertiser with a longer- 

fle” to-tell message in a quarter-hour segment. 

Or follow these audience-winners with a 

Fin " 2-minute sponsored weather bulletin for 
extra profit pick-up. 











WRITE...WIRE OR PHONE ae Pe A VT : 
TO LOCK-UP YOUR MARKET Mis Mir 
BEFORE IT’S SOLD! Loew's Incorporated 


+ 












Richard A. Harper, General Sales Mgr. 1540 ay, New York 36, N. Y. * JUdson 2-2000° 
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ADVERTISERS & AGENCIES continuep 


American Molasses Co. (Grandma’s mo- 
lasses), “Amstel American Corp. (beer), 
Wilbur-Ellis Co. (Southern Star Bonito 
canned fish), Concord Hotel, Stop ’n Save 
Trading Stamp Corp., Vermouth Industries 
of America, New York Journal American, 
Drug Research Corp., Duff Baking Mix 
Corp. 


Converted Clients Sing 
Psalms About WLBR-TV 


A Pennsylvania uhf station took the 
mountain to Mohammed last week, in a 
reverse-English effort to sell even bigger 
mountains. 

Instead of the orthodox junket in which 
stations take timebuyers to see the local 
markets, WLBR-TV Lebanon bundled some 
65 of its local advertisers and their wives 
into buses, took them to New York and 
showed them off to the Mohammeds of 
Madison Avenue. 

Officials of Triangle Publications, of 
whose station group WLBR-TV is a mem- 
ber, felt the ch. 15 outlet was not getting 
as much national business as it should. 
They were satisfied the uhf station could 
sell goods and they had 122 local advertisers 
to offer as proof. Their problem, then, was 
to convince national advertisers and their 
agencies. 

Out of this situation came WLBR-TV’s 
new twist to one of the oldest problems in 
sales promotion. How better to convince 
national buyers, they reasoned, than to let 
them talk to local advertisers who knew 
from experience what a station could do? 

Triangle and WLBR-TV officials accord- 
ingly arranged a reverse junket. They sent 
out invitations to their local advertisers to 
spend a day and evening in New York, to 
mix and mingle with timebuyers and other 
agency people at a cocktail and dinner 
party. 

Some 65 advertisers accepted. Last 
Wednesday, accompanied by their wives, 
they moved into New York, spent the after- 
noon at the Yankees-Orioles baseball game 
or at Broadway matinees. At 5:30 they con- 
verged at the Sheraton East Hotel, where 
they were joined by some 200 agency people 
for a cocktail party and then buffet dinner 
starring Pennsylvania Dutch foods with all 
the trimmings. 

They told their stories in conversation, 
and after the dinner when WLBR-TV Man- 
ager Joe Zimmerman was making a little 
talk of greetings and thanks, a few of them 
arose to break in—like reformed sinners at 
an evangelistic meeting—and offered special 
testimonials. A Zenith dealer told how many 
space helmets he had sold in 13 weeks 
through WLBR-TV advertising; an invest- 
ment company official said he was “happy 
to be on WLBR-TV” and an RCA Victor 
distributor said simply that “it’s wonder- 
ful.” 

To make sure nobody missed the point, 
the station also had kits available, filled 
with copies of letters from WLBR-TV users, 
and key market data displayed on the wall 
amid the balloons and other decorations. 
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H. Kastor Kahn, present board chairm 
of KFC&C will continue in that post in t 
new agency. Peter Hilton, president-trea 
urer of H&R, becomes president of KHC&q; 
Charles E. J. Clifford, now president ¢ 
Kastor, Farrell, becomes vice chairmal 
and W. S. Chesley Jr., chairman of th 
executive committee, continues in that po 





and also assumes that of treasurer. Other 
corporation officers: Lloyd G. Whitebrook, 
executive vice president; Robert L. Haag, 
senior vice president; Jack B. Peters, 
media-research vice president, and Frank- 
lin Ferry, merchandising vice president. 

Hilton & Riggio will close its offices at 
4 W. 58th St. the end of this month. 


GREG SULLIVAN (/) of Ted Bates & Cp. and Irv Wilson (r) of Benton & Bowles get 
both management and client viewpoint|on WLBR-TV from (Il to r) Joe Zimmerman, 
general manager of the station; Harry|L. Meyer, Lebanon Valley Petroleum Co. of 
Lebanon, sponsor of Crayon Capers, ajd R. Harcourt Darmstaetter of Darmstaetter’s 
Department Store, Lancaster, which his an announcement schedule of WLBR-TV. 





Nine? é LA ay s 


Te 
AROUND A TABLE and over a drink. 


Ce 


71 ei > h 


Aike Donovan (l) of Benton & Bowles and Bill 


Smith (c) of Lennen & Newell get the jword from WLBR-TV users | to r John Heisey, 
Sterling Wholesale Corp., Lebanon, sp(msor of half-hour Celebrity Playhouse; Walter 
Hartz, Philco dealer in Lebanon who |runs an announcement schedule, and John H. 
Sprecher, member of Lebanon Insuran{e Agents Assn., which carries participations in 


the WLBR-TV baseball schedule. 





% «a. 


TWO OTHER WLBR-TV clients give their views to Edna Cathcart (1) of J. M. Mathes 
Inc. and Ann Janowicz (second from r} of Ogilvy, Benson & Mather. They are Howard 
Zackroff (second from 1) of Klopp & Qtron Furniture Store in Lebanon and Wayne L. 


Shelly, DeSoto and Plymouth dealer, 


The Triangle group was headed by Rdger 
W. Clipp, Triangle vice president and gen- 
eral manager, while WLBR-TV Gen bral 
Manager Zimmerman headed the stafion 
delegation. John Blair of the Blair radio Jind 
television representation firms, Ed Shufick 





‘oth underwriting announcement schedules. 


of Blair-Tv and Richard L. Foote of Blair- 
Tv Assoc., representing WLBR-TV, also 
were on hand. In accompanying columns 
some of the visiting local advertisers are 
shown with some of the agency people they 
had come to sell. 
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BUSINESS BRIEFLY .... 


FATHER’S MUSTACHE? e Schick Inc., 
Lancaster, Pa., planning four- or five-week 
television spot schedule to promote Schick 
electric shaver for Father’s Day, June 12, 
in over 100 markets. Benton & Bowles, New 
York, is agency. 


‘BLITZ’ FOR CAPRI e $1 million multi- 
media “blitz,” with heaviest expenditures in 
network and spot tv, was launched May 15 
by Paper Mate Co. for its new Capri Mark 
III “no skip” ballpoint pen. Commercials 
during eight-week campaign are being aired 
on Groucho Marx You Bet Your Life, 
Arthur Godfrey Talent Scouts, Art Link- 
letter House Party, Your Hit Parade and 
Wingo network tv shows; on Gillette 
Cavalcade of Sports (radio and tv), and in 
heavy spot tv drive in major tv markets. 
Three separate film commercials feature 
sportscaster Mel Allen, announcer George 
Fenneman and tv personality Linkletter. 
Agency is Foote, Cone & Belding. (Paper 
Mate is subsidiary of Gillette Co.) 


SOTHERN EXPOSURE e General Foods 
Corp., New York (Maxwell House divi- 
sion and Post division), will sponsor Ann 
Sothern Show starting Oct. 6, Monday 
9:30-10 p.m. on CBS-TV. Desilu Inc., 
Hollywood, will produce series. Miss Soth- 
ern will star as the assistant manager of 
New York’s Barclay Hotel. Benton & 
Bowles, New York, is agency. 


SWEET STUFF e Pet Milk Co., St. Louis, 
and General Foods Corp., White Plains, 
have announced mutual recipe’ promotion 
campaign on radio-tv and in magazines on 
behalf of ice cream topped with “ice cream 
sauces” made of Pet Milk and Jell-O instant 
puddings. Network tv-radio programs (Edge 
of Night, DoYou Trust Your Wife? Grand 
Ole Opry, etc.) will carry messages prepared 
jointly by Young & Rubicam (GF) and 
Gardner Adv. (Pet). 


FUN & GAMES e Ideal Toy Corp. has 
started its annual television spot schedule in 
seven major cities, Melvin Helitzer, director 
of adyertising, announced last week. Cam- 
paign.uses up to 19 spots weekly, and will 
Fug.until mid-July, promoting Be new minia- 
ture Shirley Temple doll and ‘Tyrannosaurs 
Rex Dinosaur hobby kit. Grey: Adv., New 
York, is agency for Ideal Toy, 


TASTE TEST: # Wilshire Cl 
Los Angeles, will start spot radi@ drive June 
15 in Southern California, using 106 spots 
weekly for 13 weeks on KBIG Avalon (Cata- 
lina), KFOX Long: Béach, KABC and 
KLAC Los Angeles, KXLA Pasadena, 
KDAY Santa Monica. Jingles are being 
produced by Del Porter; campaign is placed 
by MacManus, John & Adams, L.A. 


CANINE CARE e Polk Miller Products 
Corp. (Sergeant dog care products), Rich- 
mond, will launch three-month summer cam- 
paign, using total of 17 one-minute an- 
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Beverages,", of tv time across the nation 


HO’S BUYING WHAT, WHER 





nouncements on NBC-TV’s Jack Paar Show 
(Mon.-Fri., 11:15 p.m.-1 a.m.) starting June 
3, and 21 one-minute announcements on 
ABC-TV’s American Bandstand (Mon.-Fri., 
3-3:30 p.m.) starting June 5 Agency: N. W. 
Ayer & Son, Phildelphia. 


OUTDOORS OUT WEST ¢ Ames, Harris, 
Neville Co., San Francisco, (Camplete 
sleeping bags and tents), on May 17 started 
10-week sponsorship of Let’s Go Places on 
25-station CRPN, Sat. 11:55-12 PDT. Agen- 
cy: Cappel, Perra & Reid, Orinda, Calif. 


15th ROUND e« Gillette Safety Razor Co., 
Boston, through Maxon Inc., N. Y., has re- 
newed Gillette Cavalcade of Sports Boxing 
on NBC-TV Fridays 10 p.m. to conclusion 
for 52 weeks effective July 4. Program start- 


C&C TV BUYS 60% 

OF HAZEL BISHOP 
® Spector gets $3.8 million 
@ Fox tells ‘tv bank’ plans 


In a surprise transaction last week C&C 
Tv Corp. purchased for a reported $3.8 
million all the common and preferred stock 
of Hazel Bishop Inc. held by Raymond 
Spector, president, who owned over 60% 
of the company’s voting stock. Mr. Spector 
has entered a five-year agreement with Mat- 
thew Fox, president of C&C Tv Corp., to 
continue with Hazel Bishop as president 
and chief executive officer. In addition, Mr. 
Spector will continue to run and head his 
own advertising agency, Raymond Spector 
Inc. 

The advertising plans for Hazel Bishop, 
although not set yet, will, it is understood, 
include a tremendous tv spot campaign 
utilizing time periods obtained by C&C Tv 
Corp. 

Mr. Fox said all other stockholders of 
Hazel Bishop Inc. will within 90 days get 
an offer no less favorable than that made to 
Mr. Spector. Conversion of Mr. Spector’s 
preferred stock will represent 836,000 
shares to C&C at approximately $4.50 per 
common share. 

In explaining the basis on which the sale 
was made Mr. Fox said: “Raymond Spector 
has built a great brand name in the cosmetic 
field for Hazel Bishop. We in 


ed on network Nov. 8, 1946, and stemmed 
from local sponsorship on WNBT (TV) New 
York starting Sept. 29, 1944, claiming to be 
nation’s first sponsored boxing telecast. Re- 
newal marks sponsor’s 15th year in tv 


CRACKLY CORNER @¢ General Mills 
(Wheaties), through Knox-Reeves Adv. Inc., 
both Minneapolis, has signed for sponsorship 
of ABC-TV’s The Baseball Corner, (Sun. 9- 
9:30 p.m.) effective with program’s debut 
June 1. 


SUMMER STOCK e¢ Six participating spon- 
sors for NBC-TV’s Bob Crosby Show (Sat. 
8-9 p.m.), which will replace Perry Como 
Show from June 14 through Sept. 16 [At 
DEADLINE, May 14], were announced last 
week by network. Sponsors, with agencies 
in parenthesis, will include (on various 
dates) American Dairy Assn. (Campbell- 
Mithun); Kimberly-Clark Corp., for Klee- 


advertising expenditure ratio, despite its 
wide acceptance by the consuming public. 
We believe by combining forces we will cor- 
rect that deficiency and provide for substan- 
tial growth.” 

The new directors of the corporation in 
addition to Messrs. Fox and Spector are 
Gen. James A. Van Fleet, USA (Ret.), di- 
rector of 20th Century-Fox Film Corp.; 
William Zeckendorf, chairman of Webb & 
Knapp Inc.; Charles F. McKhann, director 
of Stanley Warner, American News and 
Chemway (and brother-in-law of Serge 
Semenenko, Boston banker); Wickliffe 
Shreve, partner of Hayden Stone and di- 
rector of Air Express Agency and Knott 
Hotels, and Morris Forgash, president of 
U. S. Freight Co. 

Hazel Bishop was the first major cosmetic 
firm to go into network television. The firm 
started in 1950 with a 15-minute show 
featuring Kate Smith. In 1952 it sponsored 
Freddy Martin for 26 weeks, then shifted 
to Stop the Music and in September 1952 
it underwrote the This Is Your Life show 
on NBC-TV for 3% years. In September 
1955 the cosmetic firm sponsored the first 
NBC-TV spectacular with Betty Hutton, 
followed by the Martha Raye show. The 
next year the firm shifted to CBS-TV and 
two daytime shows, Garry Moore and Beat 
the Clock. HB currently is sponsoring M 
Squad on NBC-TV. 





C&C have built a vast bank 


which will be used to pro- 
mote the sale of Hazel Bishop 
products. Advertising is the YEAR 
life blood of an effective mar- 
keting operation. We intend 1950 
to add new strength to the | 1951 


Hazel Bishop organization, | 1952 
enabling it to gain a growing | 1953 
share of the cosmetic market. | 1954 

“It is common knowledge 1955 
that the earnings:of Hazel 1956 


Bishop have been adversely | 1957 
affected up to now by its in- 
ability to achieve a healthy | 


HAZEL BISHOP PROFIT PICTURE 


As compiled by company sources 


PROFITS TO HB* TV BUDGET HB SALES 
(BEFORE TAXES) 
$1,400 $346,000 $714,000 
25,000 1,200,000 2,815,000 
149,000 1,900,000 4,550,000 
1,987,000 3,300,000 9,908,000 
1,859,000 4,600,000 11,957,000 
1,000,000 5,600,000 11,462,000 
1,263,000 4,800,000 10,270,000 
1,012,000 4,300,000 10,006,000 


* Bold face indicates loss. 
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nex products (Foote, Cone & Belding); 
Knomark Mfg. Co. for Esquire shoe 
polishes (Emil Mogul Co.); Noxzema 
Chemical Co. (Sullivan, Stauffer, Colwell & 
Bayles Inc.); RCA and Whirlpool Corp. 
(Kenyon & Eckhardt) and Sunbeam Corp. 
(Perrin-Paus. ). 


VOICE AT THIRTY e Firestone Tire & 
Rubber Co., Akron, renewed its Voice of 
Firestone for next season on ABC-TV 
(Monday, 9-9:30 p.m.). Program ends its 
season June 2 and will resume next Sep- 
tember. Voice, which completes its 30th 
year of continuous broadcasting Dec. 3, 
claims to the longest-running commercially 
sponsored music program in broadcast field. 
Agency: Sweeney & James Co., Cleveland. 


NEW FALL LOOK e Aluminum Co. of 
America has renewed its sponsorship of 
Alcoa Theatre, Monday, 9:30-10 p.m. on 
NBC-TV effective Oct. 6. Production will 
be new next year with Screen Gems pro- 
ducing series and Harry Ackerman, former 
CBS vice president in charge of west coast 
programming, as executive producer of 
Alcoa Theatre and alternating show, Good- 
year Theatre, sponsored by Goodyear Rub- 
ber Co. Agency for Alcoa is Fuller Smith 
& Ross, New York. Agency for Goodyear 
is Young and Rubicam, New York. 


SIPPING & SEWING e Singer Sewing Ma- 
chine Co. and Thomas J. Lipton Co., both 
through Young & Rubicam, have renewed 
NBC-TV’s The Californians (Tues., 10- 
10:30 p.m.) for 1958-59 season. 


RADIO ROUNDUP e ABC Radio re- 
corded more than $1.1 million in new and 
renewed business within past two weeks, 
John H. White, director of national sales, 
reported Thursday. Christian Reformed 
Church, through Stoetzel & Assoc. will spon- 
sor Back to God Hour beginning Sept. 7, 
for 52 weeks. Time will be announced. 
Gospel Broadcasting Assn. through R. H. 
Albert Co., renewed sponsorship for 52 
weeks of Old Fashioned Revival Hour 
(Sun., 4-4:30 p.m.). Sponsors to sign for 
new and renewed Breakfast Club segments 
and various newscasts include Clairol Inc. 
through Foote, Cone & Belding; Glamo- 
rene Inc., through Garfield-Linn & Co.; 
General Foods Corp. Jell-O Division 
through Young & Rubicam; Niagara Mfg. 
& Distr. Co., through George Massis Adv.; 
Savings & Loan Foundation, through Mc- 
Cann-Erickson, and Van Nuys Savings & 
Loan Assn. through J. W. Raymond Adv. 


TWO DOWN e Chrysler Corp., Detroit, 
last week notified CBS-TV it would drop 
Climax! and once-every-fourth-week 
Shower of Stars programs (Thurs., 8:30- 
9:30 p.m.) at end of current season. Leo 
Burnett Co., Chrysler’s new agency, indi- 
cated last week that “no decision” had been 
reached by automaker regarding 1958-59 
network tv plans. CBS-TV meanwhile has 
announced it will switch Zane Grey Theatre, 
now seen Fridays, into the 9-9:30 p.m. half 
of 60 minutes vacated by Chrysler; Zane 
Grey will be sponsored by General Foods 
Corp. and S. C. Johnson & Son. 
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Minneapolis ad men 


Minneapolis’ Madison Avenue is nothin 
like the Ad Row described in books an 
the movies. The Advertising Club of Minn 
apolis has surveyed 382 specialists and com 
up with a conservative type representin 
the typical Minneapolis adman. 

With interest running high in what Joha 
Q. Public thinks of the advertising wor 
[SPECIAL REPORT, April 28; ADVERTISERS 
AGENCIES, Jan. 6, et seq.], the Minneapol 
ad club decided to find out how the loc 
adman analyzes himself. “Outstanding’ 
citizen, worker and family man — thaf 
what he is, the club is convinced, aft}: 
tabulating replies to some 70 questioy 
answered anonymously by Ad Club mer 
bers. 

Moreover, in Minneapolis the advertisir 
professional is well educated, sports-minde| 
community and church minded and bus 

Mr. Average Minneapolis Adman is 
native son, college educated (55%), 37 
years old (median age) and is supporting 
wife and 2.8 children on a $10,000 medi 
yearly income. Respondents to the Minn 
apolis questionnaire were divided main 
between advertising agencies and media wi 
job tenure a median 3.8 years. 

The Minneapolis adman works 39 hou 
a week at the office and 4.9 hours a we 
at home. Still he has time to watch televisi¢ 
7% hours (a median, individual, not]}a 
family figure) and listen to radio 42 houfjs, 
with news shows favored on both radio 
and tv. Other shows tuned on tv (in order pf - 
preference): drama, westerns, variety, cy¥l- 
tural or educational, situation comedy, 
movies and musical shows. On radio: clashi- 
cal music and disc jockey fare. 

Reading was tabulated in terms of publida- 
tions rather than hours, but from the numbpr 
of newspapers and magazines listed, it Jis 
obvious that the Minneapolis adman pits 
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look into mirror 


in some hours with print media. He reads 
a median five books a year. 

Standard of living: 87% own their own 
homes, median cost, $19,600. The middle 
Minneapolis adman also owns 1% cars, 1% 
tv sets and 114 noncar radios. He has a good 
share of freezers, washers, dryers, boats, 
boat motors, typewriters, power lawnmow- 
ers, workshop equipment, hi-fi systems and 
other goods. Of those surveyed, 55% never 
employ personal or household servants, 36% 
rarely to occasionally, 14% frequently and 
1% full-time. 

Church-going is a _ frequent-to-regular 
activity with 42% of the Minneapolis ad 
group and 26% never miss services. Other 
organized activity includes membership in 
civic, professional, fraternal, social and 
cultural groups, the median respondent be- 
longing to one of each. 

A high participation in golfing, hunting 
and fishing also appears in the profile, with 
a handful of other sports listed. 

Politically the group split 22% liberal, 
22% independent and 14% conservative, 
with Republican Party affiliation for 57%, 
Democrat for 13%, no Communists and no 
Socialists. 

As for the Minneapolis adman’s per- 
sonality, if he runs with the pack (43%), he 
is “an extroverted introvert (self-taught) .” 
Only 7% of respondents called themselves 
introverts, 25% or extroverts and 18% 
ambiverts. 

Business and social clothes for the median 
include 0.8 gray flannel suits, 5 other busi- 
ness suits or outfits, 0.4 tuxedos or dress 
suits, 1.1 hats or caps, 3.3 pair of shoes and 
1.4 topcoats and overcoats (not raincoats). 

Other questions in the survey cover. how 
the adman broke into the field, use of alco- 
hol, vacation practices, travel and military 
service. 








ACTIVITY 


There were 124,943,000 people in tha U. 


67.8% (84,711,000) spent 1,660.3 
56.6% (70,718,000) spent 975.3 
83.4% (104,202,000) spent 


30.3% (37,851,000) spent 168.2 
18.2% (22,740,000) spent 241.7 
24.8% (30,928,000) spent 


& Co. 


able within 2-7 days of the interviewing wek. 





HOW| PEOPLE SPEND THEIR TIME noe! 


May 4-10. This is how they spent their] time: 


million hours 
million hours . 

409.7 million hours 

million hours 

qillion hours 

124.4 million hours 


These totals, compiled by Sindlijiger & Co., Ridley Park, Pa., and published 
exclusively by BROADCASTING each wefk, are based on a 48-state, random dispersion 
sample of 7,000 interviews (1,000 qach day). Sindlinger’s weekly and quarterly 
“Activity” report, from which these weekly figures are-drawn, furnishes comprehen- 
sive breakdowns of these and numerqis other categories, and shows the duplicated 
and unduplicated audiences between eqch specific medium. Copyright 1958 Sindlinger, 


* All figures are average daily tabulatiqns for the week with exception of the “attendin 
movies” eategory which is a cumulative tptal for the week. Sindlinger tabulations are avail: 


SINDLINGER’S SET COUNT: As of Mhy 1, Sindlinger data shows: (1) 107,850,000 
people over 12 years of age see }:v (86.3% of the people in that age group); 
(2) 41,779,000 U. S. households jwith tv; (3) 46,019,000 tv sets in use in U. S. 


S. over 12 years of age during the week 


WATCHING TELEVISION 
LISTENING TO RADIO 

. READING NEWSPAPERS 
READING MAGAZINES 
WATCHING MOVIES ON TV 
fnetecerat ATTENDING MOVIES* 
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ADVERTISERS & AGENCIES continue 


Factor ‘Hi-Society’ Account 
Goes to Anderson-McConnell 


Max Factor & Co. last week gave another 
piece of its advertising to Anderson-McCon- 
nell, the second dividend this Los Angeles 
agency has received from the cosmetic firm 
since the decision to part company with 
Doyle Dane Bernbach on July 1 [ApverR- 
TIsERS & AGENCIES, March 31]. Creme Puff 
was the first Factor product to have its ad- 
vertising transferred from DDB to A-McC. 
Now, the new Hi-Society lipstick is added 
to Curl Control, Sof-Set, Dri-Mist, Sebb, 
Sebb shampoo (dandruff control), Facial 
Bath and, of course, Creme Puff. 

Hi-Society lipstick is now undergoing a 
test campaign in Toledo, Ohio, with tv, 
newspapers and Sunday supplements as the 
media. So far the test is having a spectac- 
ular success, according to Nelson Gross, 
director of U. S. advertising for Max Factor, 
who says “They’re going like hot cakes. I 
think we’ve started a new trend in lipsticks.” 

Bruce Altman, vice president of Ander- 
son-McConnell is account supervisor on Hi- 
Society. Jim Mackin is account executive. 
Walter Tibbals, radio-tv director of the 
agency, is also active on this new account. 

Max Factor executives are now studying 
the questionnaires returned by more than 
30 agencies soliciting the balance of their 
advertising [ADVERTISERS & AGENCIES, May 
12] and expect to announce the appoint- 
ment of one or more new agencies about 
June 1, Mr. Gross said. 


Identifying Those Smoke Rings 
May Cause Brand Loyalty Crisis 
Sponsor brand loyalty may face its 
severest test in broadcasting history next 
fall should P. Lorillard sign—as has been 
reported—for Ed Murrow’s Person-to-Per- 
son interview series next fall on CBS-TV. 
For Mr. Murrow, an inveterate chain- 
smoker (two packs a day), has been puff- 
ing away at Camels (R. J. Reynolds To- 
bacco Co.) for over a quarter of a century. 
Lorillard would share the tab on Person- 
to-Person with Florists Telegraph Delivery 
Assn. effective Oct. 3, Time Inc. (Life maga- 
zine) having cancelled as of the end of the 
current Person-to-Person cycle June 27. 
Mr. Murrow was unavailable for com- 
ment Thursday, but his office said that he 
has never shown a pack of Camels on the 
air. The question remains: Will Mr. Mur- 
row switch to Kents and if not, is it pos- 
sible to distinguish a non-filter Camel from 
a filtertip Kent on a video screen? 
Meanwhile, CBS-TV hadn’t yet found a 
replacement show to go into the summer 
period. One property under consideration 
is another Murrow vehicle titled Channel 
One—described by colleague Jesse Zousmer 
as “a filmed anthology of the best of world- 
wide television.” 


Southern Agency Names Officers 

Chief executive officers of the new ad- 
vertising firm of Liller, Neal, Battle & 
Lindsey Inc. of Atlanta, Richmond and New 
York have been announced. They are C. K. 
Liller, chairman of the board; William W. 
Neal, president; James L. Battle, senior vice 
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president, and Dan W. Lindsey, vice presi- 
dent and manager of the Richmond office. 

Liller, Neal, Battle & Lindsey is a con- 
solidation of separate Atlanta, New York 
and Richmond firms. The new agency calls 
itself “one of the South’s largest advertising 
firms, serving 50 regional and national ac- 
counts with fully-staffed offices in Atlanta 
and Richmond and a service office in New 
York.” 


Shulton Blames ‘Eve Arden’ 
In Quarterly Earnings Drop 


Shulton’s abortive sponsorship of CBS- 
TV’s Eve Arden Show earlier this season in 
the Tuesday, 8:30-9 p.m. slot was cited as 
one of the reasons why the toiletries-cos- 
metics firm’s net earnings were down during 
the first quarter. 

President George Lightfoot Schultz, ex- 
plaining to stockholders why Shulton’s first 
quarter earnings dropped from $479,865 in 
1957 to $177,612 in 1958, said that “high 
advertising costs due to the weekly Eve 
Arden tv show [which it shared with Lever 
Bros.] increased our expenses substantially 
during this period as compared with those 
for a year earlier, and together with the 
additional burden of a growing organiza- 
tion, have resulted in disproportionate 
charges against earnings for this tradition- 
ally slow quarter.” ; 

But Mr. Schultz was not blaming televi- 
sion; while Shulton—through Wesley Assoc. 
—canceled Arden this winter, as did Lever, 
Mr. Schultz noted “a new program is being 
planned to carry our tv messages to the 
public for the fall and Christmas seasons.” 
Additionally, Shulton has prepared a blitz 
spot tv program on behalf of Old Spice 
men’s toiletries that will be aired before 
Father’s Day in June. It may also be ex- 
pected to turn to spot as soon as it com- 
pletes diversification moves in the house- 
hold products field, begun recently with 
the acquisition, from B. T. Babbitt Co., of 
the Bridgeport Aerosol products line. Shul- 
ton also retains Foote, Cone & Belding for 
its Fine chemicals division. However, the 
report showed that for the three-month 
period that ended March 31 net sales were 
down only $2,252 from the 1957 first quar- 
ter of $5.7 million. 


‘Cotton Test’ Is Positive 
In Favor of Warwick & Legler 


Warwick & Legler, New York, has been 
sustained in its seven-month long quest to 
answer a burning question: When a client 
switches agencies, who owns title to un- 
published or un-aired copy and art ideas? 

A federal district court judge in Phila- 
delphia on May 9 granted W&L the perma- 
nent injunction it sought against Schick 
Inc., prohibiting the ex-Warwick & Legler 
client from using the controversial “cotton 
test” advertising idea through its current 
agency, Benton & Bowles. [ADVERTISERS & 
AGENCIES, Oct. 28, 1957, et seq.] The “cot- 
ton test” idea, claimed W&L, was conceived 
by its personnel for Schick at a time the 
Lancaster, Pa., electric shaver firm was 
placing its business through that agency; 


the client did not “buy” the idea, but later 
revived the “cotton test,” placed om the air 
last fall in one NBC-TV Dragnet episode 
and used once in Look magazine; there. 
after, Judge J. Cullen Ganey instructed 
B&B to withdraw these campaigns pending 
final adjudication. 

With the permanent injunction issued, 
Warwick & Legler now is free to continue 
negotiations with the shaver division of 
Remington - Rand (Sperry- Rand Corp.) 
which has expressed interest in purchasing 
the “cotton test” idea for use by its agency, 
Young & Rubicam. Judge Ganey noted, in 
his conclusions, that he was unconvinced 
that Benton & Bowles .had, as Schick had 
claimed, conceived on its own a similar “cot- 
ton test,” and that therefore the idea be- 
longed to W&L. 

Schick left Warwick & Legler officially 
on June 15, 1957, after having notified that 
agency of its intent to quit April 1. On Sept. 
28, after hearing that B&B had worked up 
its own version of the disputed “cotton test,” 
H. Paul Warwick, agency president, asked 
for a hearing. After Judge Ganey in Oc. 
tober that year granted W&L injunctive re- 
lief, Schick instituted a $1.5 million counter- 
suit against Warwick & Legler. The suit 
apparently has been dropped quietly. 


Tennessee Ernie Replaces 
Ford’s Godfrey on CBS Radio 


The future broadcast plans of Ford Mo- 
tor Co.’s Ford Div. next season on behalf 
of its 1959 automobile models were still 
quite loose last week, although a few more 
pieces in the “puzzle” were fitted. 

e Unannounced but confirmed is Ford’s 
signing of Tennessee Ernie Ford as the 
replacement for Arthur Godfrey (who had 
asked to be relieved) in the Godfrey por- 
tion of the $4 million-plus, 52-week package 
on CBS Radio entitled, Ford Road Show. 
Mr. Ford takes over June 2. Mr. Godfrey’s 
Monday-Friday stint is on the network, 
5:05-5:30 p.m. Reports are the Tennessee 
Ernie slot will be cut by about 10 minutes. 

e There is liklihood that Tennessee 
Ernie’s show on television (NBC-TV), 
which Ford sponsors on an alternate week 
basis, will continue next season. The fact 
he has been signed for the radio package 
strengthens this report. 

Already announced is Ford’s pickup of an 
alternate week sponsorship of Wagon Train 
on NBC-TV, relieving its sister division, 
Edsel, which has participated in the pro- 
gram this season. 


Out of Ford’s plan for the coming season: 
alternate week of Zane Grey Theatre (CBS- 
TV) and Suspicion (NBC-TV) in which 
this season is sponsored 12 hours of 25 
from September through March. 

The $4.2 million net billing package on 
CBS Radio runs through Aug. 31 of this 
year. The question of whether or not Ford 
will pick up the option it holds for another 
13 weeks to carry the package through the 
end of the year apparently rests with Dear- 
born’s assessment of marketing-media plans 
for its next year’s models. 

J. Walter Thompson, New York, is Ford’s 
agency. 
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To the decision inaker who wants cold facts — - Simply put + New York today is the largest 
consider these: “Italian City!’ in the world — -actually larger 
; han Philadelphia — bi han the entir 
The 2,100,000 Italian speaking peoples in the a of mn de oo aa 
17 county New York Area is OVER TWICE THE 
SIZE of any other foreign language group. And 


And its radip voice is overwhelmingly WOV. 
it's GETTING LARGER. every single year. 





In the past 10 years, just the new immigration 
alone (118,330) exceeds the total population of 


Phoenix or Schenectady. \ V OV NEW YORK — ROME 
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ADVERTISERS & AGENCIES continuep 


Motivations from Commercials 
Analyzed at Chicago Seminar 


Recall of sales points is not adequate to 
measure a television commercial’s impact 
and sales force, representatives of Social 
Research Inc., Chicago said a fortnight ago 
at the Fred Niles seminar in Chicago. The tv 
production meeting was sponsored by Fred 
A. Niles Productions Inc., Chicago pro- 
ducer of film shows and commercials. 

Dr. Burleigh Gardner, executive director 
of Social Research Inc., and Dr. Sidney J. 
Levy, director of psychological research for 
the firm, described a new tv commercial 
evaluation service by Social Research. Ex- 
plaining the application of motivation re- 
search to commercial evaluation, Dr. Gard- 
ner said his firm’s system analyzes tv com- 
mercials as symbolic communications, avoid- 
ing “the*dead hand of superficial evaluation 
—the like-dislike concept—which can lead 
to the kind of commercials whose com- 
municative aspects are completely inade- 
quate for the purpose of the advertising.” 

Dr. Levy said the MR-oriented evalua- 
tion is useful at all stages of commercial 
production, including the story board. He 
gave some criteria used in the Social Re- 
search evaluation process: 

“First, we concern ourselves with the 
‘overall’ or gestalt of the commercial—the 
meaning to the viewer of both the face 
values and the underlying symbols. Then 
we examine: the ‘phantasy and energy’ 
stimulated by the commercial (Do the view- 
ers identify themselves with the product and 
to what degree?), the ‘psychological dis- 
tance’ (Does the presentation bring the 
product ‘home’ to the viewer?) and the 
‘symbolic fertility’ (Are the symbols being 
used really communicating with meaning 
and authority?). Finally, we test for change 
in brand image and determine whether this 
change is favorable or unfavorable.” 


Gardner Adv. Adds Two to Board 


Gardner Advertising, St. Louis, has re- 
elected seven board members, and added 
two, David P. Ferriss and Warren Kratky, 
the agency has announced. Incumbents: 
Elmer G. Marshutz, board chairman; 
Charles E. Claggett, president; Roland L. 
Martini, head of the New York office and 
executive television director; Herbert S. 
Gardner, secretary-treasurer, and vice presi- 
dents William L. Spencer, John H. Leach and 
Champ C. Humphrey. Mr. Ferriss is vice 
president and account supervisor for three 
divisions of Monsanto Chemical Co., Jack 
Daniel Distillery and Grove Labs. Mr. 
Kratky, also a vice president, is supervisor 
on the Duncan Hine Special Baking Mixes 
account of Procter & Gamble Co. 


Ludlum to Head Kudner Tv-Radio 


The appointment of Stuart D. Ludlum as 
director of television and radio of Kudner 
Adv., New York, was announced last Thurs- 
day by C. M. Rohrabaugh, president. Mr. 
Ludlum, formerly director of tv-radio for 
C. J. La Roche & Co. and vice president of 
its west coast office, succeeds Myron Kirk, 
who resigned from Kudner last December. 
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TOP 10 NETWORK PROGRAMS 
Tv Report for April 1-7 

No. Homes 
Rank (000) 
1. Gunsmoke 14,061 
2. Perry Como 13,980 
3. Tales of Wells Fargo 12,887 
4. Danny Thomas 12,771 
5. Wyatt Earp 11,339 
6. Restless Gun 11,057 
7. Dinah Shore 10,996 
8. Bob Hope 10,840 
9. Lineup 10,804 
10. Have Gun, Will Travel 10,271 
Rank % Homes 
1. Perry Como 40.0 
2. Gunsmoke 39.5 
3. Tales of Wells Fargo (NBC) 5 
4. Danny Thomas 35.8 
5. Wyatt Earp 35.0 
6. Restless Gun 33.5 
7. Bob Hope 32.0 
8. Dinah Shore 31.5 
9. Lineup (CBS) 30.8 
10. Have Gun, Will Travel 29.7 
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TOP 10 NETWORK PROGRAMS 
Tv Report for April 8-14 


Rank 


. Gunsmoke 

Perry Como 

. Wyatt Earp 

. Lucille Ball-Desi Arnaz 
I've Got A Secret 

. You Bet Your Life 
Price Is Right 

. Have Gun, Will Travel 
Wagon Train 

. Cheyenne 
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_ 
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x 


. Gunsmoke 

Perry Como 

. Lucille Ball-Dezi Arnaz 
Wyatt Earp 
Cheyenne 
Have Gun, 
. Steve Allen 
. Real McCoys 

. Wagon Train 

. You Bet Your Life 
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Rating 
47.2 
41.4 
36.8 
36.1 
33.5 
35.1 
34.3 
34.1 
33.9 
33.7 


No. Homes 

(000) 
49,580 
49,310 
40,450 
38,370 
36,220 
35,950 
35,890 
35,520 
35,440 
33,440 


TOP 10 NETWORK PROGRAMS 
Tv Report for April 6-19 


TOTAL AUDIENCE} 


Rank 

. Lucille Ball-Desi Arnaz 
. Gunsmoke 

Perry Como Show 
Emmy Awards—10:00 
Emmy Awards—10:45 
Jerry Lewis Show 

High Adventure-L. Thomas 
. Tales of Wells Fargo 

. Danny Thomas Show 

. Have Gun, Will Travel 


SOSIAVRwWN= 


No. Homes 
(000) 
19,508 
18,913 
16,193 
16,108 
15,683 
15,428 
15,215 
15,130 
15,003 
14,748 


Rank % Homes* 
1, Lucille Ball-Desi Arnaz 46.7 
2. Gunsmoke 45.4 
3. Perry Como Show 39.0 
4. Emmy Awards—10:00 38.9 
5. Emmy Awards—10:45 a 
6. Jerry Lewis Show 31.5 
7. High Adventure-L. Thomas 36.9 
8. Tales of Wells Fargo 36.6 
9. Danny Thomas Show 35.9 
10. Restless Gun 35.9 

AVERAGE AUDIENCE} 
No. Homes 

Rank (000) 
1. Gunsmoke 18,105 
2. Lucille Ball-Desi Arnaz 15,555 
3. Emmy Awards—10:00 14,238 
4. Tales of Wells Fargo 14,238 
5. Have Gun, Will Travel 14,153 
6. Emmy Awards—10:45 14,110 
7. Danny Thomas Show 14,068 
8. I’ve Got a Secret 13,728 
9. Restless Gun 13,600 
10. GE Theatre 12,580 

Rank % Homes 
1. Gunsmoke 43.5 
2. Lucille Ball-Desi Arnaz 36.2 
3. Emmy Awards—10:00 34.4 
4. Tales of Wells Fargo 34.4 
5. Have Gun, Will Travel 34.3 
6. Emmy Awards—10:45 33.9 
7. Danny Thomas Show 33.7 
8. Restless Gun 33.6 
9. ve Got a Secret 32.6 
10. GE Theatre 30.7 


(7) Homes reached by all or any part of the 
program, except for homes viewing only 
1 to 5 minutes. 

({) Homes reached during the average minute 

of the program. 

Percented ratings are based on tv homes 

within reach of station facilities used by 

each program. 


Copyright 1958 A. C. Nielsen Co. 
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in epenee order, appear in this week’s 

ACKGROUND: The following programs, 
BROADCASTING tv ratings roundup. Informa- 
tion is in following order: program name, 
network, number of stations, sponsor, 
agency, day and time. 


Lucille Ball-Desi Arnaz (CBS-191): Ford 
(JWT), Tues. once monthly 9-10 p.m 

ghaamunb (ABC-99): General Electric 
(Y&R): Tues. 8:30-9 p.m. 

Perry Como Show (NBC- 182): Partici- 
pating sponsors., Sat. 8-9 


p.m 

Emmy Awards (NBC- -130): Pontiac (Mac- 
Manus, John & Adams), Procter & Gam- 
ble (Grey), April 12, 10-11; April 15 
(10-11 p.m.). 

G. E. Theatre (CBS-154): General Electric 
(BBDO), Sun. 9-9:30 p.m. 

Gunsmoke (CBS-161): Liggett & Myers 
(D-F-S), alternating with Remington 
Rand (Y&R), Sat. 10-10:30 p.m. 

Have Gun, Will Travel (CBS-125): Lever 
Bros. (JWT) and American Home Prod- 
ucts (Bates), Sat. 9:30-10 p.m. 

High Adventure-Lowell Thomas 
144): General Motors Corp. 
Ewald), April 19 9-10 p.m. 

Bob Hope Show (NBC-157): Johnson Mo- 
tors (JWT), Dutch Masters Cigars 
(EWR&R), Sat. April 5, 9-10 p.m. 

I’ve Got a Secret (CBS-198): = J. Reyn- 
olds (Esty), Wed. 9:30-10 p 
Jerry Lewis ‘Show (NBC- 165): 
D. P. Brother), Tues. 8-9 p 
Lineup (CBS- 162): Brown & — 
(Bates), Procter & Gamble (Y&R), alter- 

nating, Fri. 10-10:30 p.m 
RCA Victor 


(CBS- 
(Campbell- 


Oldsmobile 


Price Is Right (NBC- 118) : 
(K&E) and Speidel ae. Craig & 
Kummel), Mon. 7:30-8 p 

Restless Gun (NBC-107): 
(SSC&B), Mon. 8-8:30 p 

Dinah Shore Show (NBC- 144) : 
(Campbell-Ewald), Sun. 9-10 

Tales of Wells Fargo (NBC- 147): 
- (M-E), pymerioen Tobacco 
Mon. 8:30-9 p 

Danny Thomas "Show (CBS- a: 
Foods (B&B), Mon. 9-9:30 p 

Wagon Train (NBC-152): 


Warner Lambert 
oo 


: Buick 
(SSC&B) 


General 


a Howe 


(M-E), Drackett (Y&R), Le (FC&B), 
alternating, Wed. 7:30-8 

bed x Earp (ABC-103): General Mills 

D-F-S), Procter & Gamble (Compton), 

Tues. 8:30-9 p.m. 

You Bet Your Life (NBC-177): DeSoto 
(BBDO), Toni (North), Thurs. 8-8:30 
p.m. 
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Yessir—our Pulse is 
stronger than lever! 


UP, at the ripe old age of 37, WDAY- More liste 
Radio is as frisky as ever—with a 1958 
“Area Pulse” that pumps us all over our 55 
counties, 215,900 radio homes! More thai 


No. 3 stat 


As for-many years past, 1958 Pulse figures 


again show that WDAY-Radio gets— = 
“a3 ° ; Truth is 
More than TWICE as many listeners as any real com 


the No. 2 station! Valley. Ask 


WDAY 


FARGO, N. D. 


ners than the No. 2 and 
ons COMBINED! 


1 THREE times as many 


listeners ds the No. 4 station! 


-WDAY-Radio just doesn’t have 
petition in the fabulous Red River 
Peters, Griffin, Woodward! 


NBC @ 5000 WATTS ¢ 970 KINOCYCLES 


PETERS, GRIFFIN, WOODWARD, INC., Exclusive 


National Representatives 
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BUSINESS 








Not for ws the quiet life. No sir! CNP’s our namejand danger’s been our 
game ever since we started our new series, DANGHR IS MY BUSINESS!® 


With characteristic CNP initiative and derring-do, we set out to bring some- 
thing different into syndication—adventure to stir ¢ven the tiredest blood. 
Not the everyday brand of synthetic rehash—made ij the peace and quiet of 
studio sound stages—but honest-to-goodness, on-the-spot, filmed-in-color* 
sagas of actual men to whom danger is the only way of life. And, by 
Hemingway, we’ve done it! 


Ah, the perils we’ve looked upon unafraid! While|cameramen have flown 
on patrols into the eyes of hurricanes, clambered ou}: upon the naked girders 
of rising skyscrapers, accompanied nitro-shooters| into blazing oil fields— 


we’ve never so much as blinked an eye. 


In fact, the only risk we’ve refused to face is a business risk. When it comes 
to that, we only bet on a sure thing... ike DANG/ER IS MY BUSINESS! ® 


* Available in color or black-and-white 


NBC TELEVISION FILMS-A DIVISION OF 


CALIFORNIA NATIONAL PRODUCTIONS, INC. 















| 
| 





FILM 


HE origination of package shows and 

the decline of agency-produced pro- 
grams has led many an agency producer 
into a new field—producing filmed com- 
mercials. In most instances this transition 
from shows to commercials has been not 
only a gradual but also a reluctant one. 

Why reluctant? 

Well, having been in on the actual pro- 
duction and direction of shows, having 
experienced the tremendous sense of ex- 
hilaration and satisfaction which results 
from the successful presentation of a tele- 
vision program, it is perhaps only natural 
that these producers feel the production 
of commercials not only somewhat beneath 
them, but also just about as far removed 
from show business as it’s possible to get. 

It is the writer’s contention that this is 
true only insofar as the individual producer 
wants it to be. 

The production of commercials can be 
as exciting—as rewarding an experience— 
as the production of a show itself. For the 
only way in which a commercial can be 
satisfactorily produced is by treating it in 
exactly the same fashion as if it were a 
show. 

This is no simple task. Perhaps the 
complexities can best be described by fol- 
lowing the step-by-step production of a 
commercial. 


At Kudner it is established practice that 
the creative department and the tv 
film producers work hand in hand. This 
is much more than a lip-service sort of 
cooperation. 

Almost all ideas originate within the 
creative group, since its members are most 
familiar with the client’s basic wishes and 
philosophy. But new ideas are welcomed— 
are indeed solicited—from all parts of the 
agency. When a new commercial is requi- 
sitioned, a meeting is held at which all 
conceivable ideas are kicked back and 
forth. No suggestion is too wild, none too 
remote, to be considered at this time. 

Once a fundamental concept has been 
arrived at and the general approach de- 
cided upon, the creative department puts 
the commercial into script form. This then 
becomes the subject of another meeting 
at which every scene is reviewed from all 
angles. Will it play? Does it contribute 
to the overall commercial, to the sales 
point in question? Is there another ap- 
proach which might be preferable? 

The creative group then puts the script 
into final form, incorporating whatever 
changes may have come from this meeting. 
After client approval is received, the agency 
producer is then ready to select a production 
company. [Mr. Kahn expands on the 
selection problem in a separate story, 
page 54]. 

Once the producing organization has 
been selected, the producer is ready to 
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THE FINE ART OF FILM COMMERCIALS 


A primer for agency producers by Kudner’s Edgar Kahn 


go ahead with actual production. From here 
on he and the script should be inseparable. 
He must take that script and figuratively 
walk around it, look at it from all sides 
and from all angles before deciding upon 
his final approach. He must live with it, 
eat with it, sleep with it, for this is his 
basic tool, the cornerstone upon which 
his entire effort depends. 


Above all, the commercial script must 
be treated just like a show script and 
handled with the same degree of loving 
care. 


The average agency commercial producer 
certainly means to contribute everything 
possible to all stages of the production. 
But in too many instances—and without his 
even knowing exactly how it 
happens — he loses control 
somewhere between the start 
of actual photography and the 
time when the finished com- 
mercial is in the can. 


This brings us to the pro- 
duction-direction-editing area 
which forms the other major 
problem for the agency pro- 
ducer. 


HE director supplied by 

the producing organization 
has been carefully selected for 
his talents. In most instances 
he has a background of many 
years experience in films, has 
a better than working knowl- 
edge of cutting and editing 
and, most particularly, is 
noted for a creative, imagi- 
native approach to his work. 


All of this is of inestimable 
value to the agency producer. 
But it does not mean that he 
should place himself com- 
pletely in the hands of the 
director. The agency producer 
who is worth his salt sticks 
his neck out a hundred times 
on every job he does. And 
since it is his neck, his job, 
and in the end his final responsibility, he 
must be the one to make the final decisions. 

When his principal concern was with 
the production of actual programs, the 
agency producer would under no circum- 
stances accept an original script without 
giving it the closest possible scrutiny. He 
would make absolutely certain that the 
script was in the best possible shape—that 
it had a beginning, a middle and an end— 
and, above all, that it would play. He would 
cast with the greatest of care, pay particu- 
lar attention to sets, wardrobe, makeup, 
technical requirements. Above all, he’d try 
several different approaches to the same 
scene in order to be absolutely sure of his 
interpretation. 





THE AUTHOR (facing camera) is director of radio and 
tv commercial production for Kudner Agency. Mr. Kahn's 
views on the role of the commercial producer and his 
dealings with film companies come from long personal ex- 
perience. Before getting into the agency field he was with 
NBC for 17 years, producing and directing such shows as 
All-Star Review, Tallulah Bankhead Show, Martin Kane 
and One Man’s Family. From 1954-1957 he was manager 
of Kudner’s Hollywood office. 






But what happens when this same pro- 
ducer is given a commercial to produce? 
All too often he accepts the script as gospel 
and makes no real effort to add to the 
basic concept as provided by the writer, 
Then, to compound the problem, the pro- 
ducer fails to follow through on every 
detail and leaves many decisions to the 
director simply because he doesn’t stay 
in close enough contact with day-to-day 
production problems. The result? A com- 
mercial which reflects the ideas and de- 
cisions not of the agency producer but of 
the director—a director who, no matter 
how talented he is, may be completely 
unfamiliar with the sales points in question. 

One of the first times in which agency 
producer must exert a guiding hand is dur- 








ing the production meeting. This meeting is 
usually attended by the producer, director, 
writer, assistant producer, unit manager, de- 
signer, script girl and assistant director. 
When available it is well to have the camera- 
man (director of photography) also present. 


Every detail concerned with the produc- 
tion must be settled at this time. The agency 
producer starts the meeting by giving a gen- 
eral outline of the commercial under con- 
sideration and briefly describing each scene 
(actual shots are not nailed down until later). 
Following this he outlines the requirements 
of each set as called for in the script and 
describes his ideas for each. The designer 
then takes this information and two or three 
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FRANK HEADLEY, President 
DWIGHT REED, Vice President 
FRANK PELLEGRIN, Vice President 


PAUL WEEKS, Vice President 
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FILM conTtINUED 





Every once in a while someone comes 
up with the suggestion that agencies do 
their own production of commercials. 
This idea is based upon the philosophy 
that the film production company makes 
no contribution other than a purely 
physical one. After all, they argue, why 
not save the middle-man’s profit for 
your client? All you need is a stage, 
a director, director of photography, de- 
signer and gaffer and you're ready to 
go. Nothing could be further from the 
truth. 

The one thing which cannot be put 
together in a hurry is organization. Or- 
ganization to find a talented staff; organi- 
zation to find the right stage at the 
right time; organization to work with 
optical houses and laboratories; organiza- 
tion to get the job done. 

The only way in which an agency 
can produce good film commercials with- 
out the use of a production company 
is by forming a unit within the agency, 
which in effect is a small film producing 
organization. In most cases such a pro- 
cedure is impractical, particularly in the 
case of small agencies, although in some 
instances agencies have made working 
agreements with production houses. 

At Kudner our procedure is to use 
several film producers rather than tying 
up with any particular organization. Our 
reasoning is that such a policy prevents 
the commercial from falling into a set 
pattern and aids in maintaining a certain 
degree of freshness. 

As previously stated, the majority of 
film production companies do a highly 
competent technical job. Where then can 
we find those small differences which can 
swing the choice in favor of one or the 
other? The final choice is usually based 
on the following: 

Talent and imagination: It cannot be 
emphasized too strongly that basic deci- 
sions and responsibility must rest with 
the agency producer. On the other hand, 





HOW TO PICK THE PRODUCTION COMPANY 


we are all brain-pickers and unless there 
is real talent available, the picking will 
be awfully slim. An organization which 
is dependent upon picking up a des$gner, 
director, cameraman, gaffer, editor, etc., 
for each specific assignment can hardly 
come up with top talent on every occa- 
sion. Holding such key personnel on a 
permanent basis obviously means a 
greater overhead and may result in some- 
what higher charges to the agency, but 
they are more than compensated for 
by the end result. 

Ability to work with the agency pro- 
ducer: This is one of those seemingly 
small items which can be of the greatest 
importance to the producer. Adequate 
editing and screening facilities must be 
available during preliminary cutting stages 
and the editor must be relieved of all 
other assignments so that he is free to 
work with the producer at all times. 

Service: Most clients have the tendency 
(and, incidentally, the right) to make 
last-minute commercial changes. These 
may involve editing, opticals, changes in 
dialogue, scheduling, shipment of prints 
to local dealers, etc. Revisions of this 
type are usually tied in with a running 
ad campaign and must be made very 
quickly or their value is lost. The pro- 
ducing organization which makes the 
most important contribution in this re- 
gard is the one which commences work- 
ing with the agency at the first produc- 
tion meeting and never stops until 
production is completed and the final 
prints have been delivered. 

Financial responsibility: As in all busi- 
ness dealings, it is well to deal with a 
company which has a sound financial 
structure. In the case of commercial 
production this is true to a greater than 
normal extent since there are many in- 
tangible and unforeseen items which the 
producing organization may be called 
upon to handle before production is 
completed. 








days later submits several sketches to the 
agency producer for final selection.’ 

Prior to the production meeting the as- 
sistant producer has made a complete break- 
down of all props used in the commercial. 
This list is distributed to all those in the 
meeting and each item is discussed in minute 
detail. Will the agency supply artwork? 
Should lettering be white-on-black or black- 
on-white? Should letters be block or script? 
What is the size and type of the cigarette 
lighter? Must it be one which can be op- 
erated with one hand? 

Then there is a discussion of various 
problems such as rehearsal times, special 
makeup, wardrobe, use of doubles, hand 
1 Set design is a b poieem which mainly concerns 
the agency producer and the designer. Con- 
siderable time may be saved by having @ pre- 
production meeting between these two and 
settling set problems prior to the actual produc- 
tion meeting. This also gives the designer time 
to prepare preliminary designs and elevations 


which are then available for discussion by all 
those present at the meeting. 
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models, stand-ins, sound effects, stock shot 
requirements if any, special effects, etc. The 
production meeting will have served its 
purpose only if everyone involved comes 
away with a complete working knowledge 
of the commercial and of exactly what he is 
expected to contribute. 


a the start of principal photog- 
raphy, the agency producer and the di- 
rector must meet once again and go over 
every shot with an eye to just what they 
want to see. It is usually advantageous for 
them to work out their ideas independently 
before this get-together, so that each will 
have the advantage of the others thinking. 
But, as always, the final decision must rest 
with the producer. 

Incidentally, it is quite often possible to 
save important money by shooting out of 
sequence and a shooting schedule should be 
decided upon by producer and director be- 


fore the start of photography. When Shooting 
out of sequence particular attention must 
be paid to editing problems. Unless the 
director keeps the story-line well in ming 
it is quite possible that the completed com. 
mercial will not cut and performers may 
appear to make awkward moves or jump 
back and forth within the frame. 

Even though he has decided on the con- 
tent of each shot, the producer must not 
relax his attention even for a moment. The 
only way in which he can be sure of getting 
exactly what he wants is by actually looking 
through the camera, and this he must do for 
each and every shot. And while he is looking 
he must never stop thinking. Is the product 
displayed to its best advantage? Is this the 
best possible picture composition . . . the 
best lighting? Does this scene contribute to 
the overall commercial? Are all the technical 
requirements of television film fulfilled? 

It should also be remembered that the 
cheapest thing the producer has is film. If, 
even after repeated preliminary discussion, 
there remains a conflict of opinion about the 
interpretation of a scene, it should be shot 
both ways. There will be plenty of time to 
make a final decision in the projection room, 
without taking the time of the entire crew. 

Dailies are usually v:ewed by the agency 
producer, director, assistant producer. 
unit manager, director of photography and 
editor. At this time the producer must de- 
cide which takes are to be used. If a great 
deal of footage is involved, several screen- 
ings may be needed before a choice can 
be made. The producer should view the 
film in the most critical manner possible 
and solicit suggestions from all concerned 
before making his final decision. 


HEN comes editing, recording, scoring 

and dubbing. At this stage the editor be- 
comes the most important man in the whole 
production. He now goes into a huddle with 
the agency producer and the director to 
discuss specific ideas on how to cut the pic- 
ture. Armed with this information the editor 
retires to his cutting room to make the first 
rough cut. In making this rough cut he uses 
those suggestions made by the producer and 
director as a starting point to which he con- 
tributes editorial ideas of his own. This often 
involves trying several different approaches 
before he can come up with the best possible 
finished product. A good, imaginative editor 
can make a tremendous contribution to any 
picture. 

Once the agency producer has approved 
the rough cut, the editor makes any sug- 
gested revisions or changes, trims the picture 
to overall length and orders whatever op- 
ticals are required. 

While the picture is going through 
these stages, the agency producer must 
see that the sound is not neglected. 
If there is additional recording to be done 
he must be present to approve the reading 
and select the take to be used. If stock 
music is to be used he must work with 
the sound cutter on its selection. If the 
music is to be original he must work with 
the composer in order to be sure of achiev- 
ing the right mood and accenting those 
things which he wants to point up. The 
agency producer must also be present at 
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the scoring session, but this is usually done still be made by changing printer lighty simply as a solid foundation upon which 
with picture and cannot take place until on individual scenes.) In viewing the to base his efforts (see story below). 
in the picture has been completed and cut to amswer print it is well to keep in mind Utilizing this knowledge as the first step, 
= exact length. the technical limitations of the television he must then lend his every effort toward 
the When all the elements of both picture reproducing system. If any doubt exists creative thinking—toward adding to those 
ind and sound are finished, the various sound about the quality of the print it should ideas which the creative writing group has 
ym- tracks are mixed together at the dubbing be run on closed circuit before acceptanc¢ put into the script. He must remember at 
nay session. This again requires the presence and before ordering quantity printing. all times that a successful commercial—a 
mp of the agency producer, since only he can commercial which has that “something 
make the final decision on whether the HE successful agency film produceq extra”—doesn’t just happen. It is the result 
- balance is correct. must take the time and expend thq of continuous application, of constant at- 
not When both sound and picture are in effort necessary to gain a good basi¢ _ tention to detail, and, above all, of a studied 
The their final forms, the editor sends them technical background. Only in this way effort to think creatively. 
ing to the laboratory for a composite print. can he be certain that the producing com| Only in this way can the agency pro- 
ing Delivery of this first answer print marks pany is satisfactorily fulfilling its function ducer be sure that he has made the maxi- 
for the first time that the agency producer But he must never, under any circum} mum contribution and that the results of 
ing actually sees the commercial in its final stances, allow this technical know-how tq his efforts will reflect credit upon himself 
uct form. (Additional printing corrections can dominate his thinking. It must be usef! and his agency. 
the 
the ry « d 4 
«| Production pitfalls and how to dodge them 
ed? DENSITY: The agqacy producer 
the should be aware thaq a film which 
If looks good on a projector and 
- screen will not necesparily produce 
the the desired results Jvhen seen at 
home by the ultimdte viewer. In 
hot order to achieve thqse results the 
to following points shpuld be kept 
om, in mind: 
ew. 1. Print contrast Jrange should 
ncy not exceed 50 to 1 npr be less than . 
er, poor: Lack of detail and contrast GOOD: Break-up of background 25 to 1. | F ; Poor: Loss of detail in dark gray 
and in background causes loss of facial ‘and plenty of video signal result in 2. Density on high lights in a and white areas due to insufficient 
de- detail during transmission. much better home reception. print should not be} less than 0.2 negative density. 
nor greater than @3; density in 
on the darkest areas should not ex- . 
en- VERTICAL STAGING: Moves toward ceed 2.0. (Overall rjnge =1.7) 
can camera (#2 in diagram) rather 3 Density ot then rate - 
the than across stage (#1) permit ‘“ print could te Gan 655 & 
ble tighter camera angle, better com- 0.75 for best reproduction. 
sod position. Note camera angle de- 4. Average densify of normal 
termined by size of shot of key ‘ % - shold lie bet 
performer in picture below. ete pee Sy — 
: 0.9 to 1.3. 
ing LIGHTING: When] special light- 
be- ing effects are necegiary producers 
ole should keep the follqwing television 
ith requirements in mirfi: Poor: Loss of detail in light gray 
to 1. The maximum contrast in a and white areas due to too great 
sic- scene should be nq greater than Negative density. 
tor 20 to 1. ; 
irat 2. Backlight shqduld be used 
liberally in order [to make per- 
- formers stand out. 
ind 3. If faces are tho bright they 
on- will lose detail whq1 broadcast; if 
ten too dark they will t¢nd to go black 
hes when broadcast. | In addition, 
ble brightly lighted arqas behind per- 
tor formers’ faces may]cause them to 
ny become objectionabfy dark. 
; 4. Large dark ayas should not gop; Note detail in gray areas 
ved be used to create Jnoody nad low resulting from correct negative 
key effects. Insteqi, dark areas qongity. 
ug- should be broken uf with alternate i 
ure patterns of light aid shadow. If someone in closeup at all times. 
Op- this is not done fazial detail will BLACK-AND-WHITE REFER- 
also be lost. ENCE: Simply, all this means is. 
igh 5. Spotlight effets should be that every scene should include: 
ust handled with extr¢me care. The something which (to the camera) 
ed. subject should be Jept in closeup is black and which contains non- 
ne and the background]broken up with _ essential picture information, and 
° light. something which (to the camera) 
ing VERTICAL STAQING: Use of _ is white and also contains non-es- 
ck wide angle camera shots should sential picture information. These 
ith be kept to a mininjum. Television two reference points can then be 
the is essentially a clqseup medium; used by the video control operator 
ith remember that the picture which for setting black and white peaks. 
ev- : —e you see on a 1f-ft. screen in This automatically places the pic- 
nes POOR: Detail in interior of car GOOD: Video operator can set the projection roon is rarely seen ture information with which you 
‘h lost as it is blackest portion of white peaks on sky, black peaks at home on a recejver larger than are most concerned between those 
C picture. Front detail lost as it is on shadows, automatically placing 21 inches. Whenevq; possible make peaks—in the area where it will be 
at peak white part of picture. car in middle picture range. use of vertical sfaging to keep received to best advantage. 
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Let’s be specific! 
— ——— 
South Florida’s First ARB 
Area Study shows WTVJ’s 
total coverage. Channel 4 
has greater share of 
audience than all other 
South Florida stations 


C 

















book “‘Dimensions’”’. .. WTV-J’s 
detailed analysis of ARB’s March 
area study for South Florida. It 
shows how WT'VJ delivers solid 
audience in every one of South 
Florida’s 18 counties—total cover- 
age from Ft. Pierce to Key West! 








This ad appeared in Advertising Age and Broadcasting on May 19, and in Sponsor on May 17, 1958 





ARB's survey a 








18 counties with retail sales of *2,46 











ARB’s Findings 


Station share of audience, 
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SPECIFICALLY... special 
ARB tabulations show that 
WTV4J delivers a net undupli- 
cated audience (sign-on to sign- 
off) on a “‘viewed 5 days per week 
or more”’ basis: 


31.7% greater than Station ‘'A” 
130.8% greater than Station ‘B”’ 


And, on thesame basis, between 
6 pm and sign-off WTVJ deliv- 
ersa net unduplicated audience: 


38.1% greater than Station “A” 
184.4% greater than Station 'B” 
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FILM CONTINUED 


firms, produced and directed by Alfred 
Wagg, and written by Joe DiMona. It is 
being distributed by the Wagg firm at 7801 
Woodmont Ave., Washington 14, D. C. 


WCBS-TV Buys 700 Films 


MCA-TV Film Syndication offered its 
Paramount features package to all seven 
New York stations last week and within 48 
hours, WCBS-TV New York bought the 
700 pictures for a reported price of over 
$8 million. Contract was signed by Lou 
Friedland, vice president in charge of sales 
for MCA-TV film and Sam Cook Digges, 
general manager of WCBS-TV and Hal 
Hough, program director for the station. 

This marks the third sale for Paramount 
Pictures by MCA-TV. Two previous sales 
were to WBZ-TV Boston and KETV (TV) 
Omaha. 


Paramount Earnings Up 


Paramount Pictures Corp. reports an 
estimated consolidated net earning of $1,- 
045,000 in the first quarter of the year in- 
cludes a net income of more than $8.3 
million. Nearly $7 million reportedly was 
special income that represented installment 
sale of films and other special transactions 
after deduction of Federal Income taxes. 
The earnings represented 75 cents per share. 
In the corresponding quarter last year, Para- 
mount reported earnings of $1,299,000 or 
66 cents per share. Paramount’s board voted 





SCRIPTS of New York Confidential, new TPA series under production, are checked by 
Clarence F. Niessen (seated 1), advertising-sales promotion manager of D-X Sunray Oil 
Co., which is sponsoring the series in 50 midwestern markets this fall; Michael M. 
Sillerman, executive vice president, Television Programs of America Inc. (seated r); 
(standing, | to r), Eugene Dennis of Potts-Woodbury Inc., D-X Sunray advertising 
agency; Leon Fromkess, TPA vice president and executive producer of New York 
Confidential, and Walt Plant, TPA western division manager. The show, starring Lee | 


























Tracy, starts for D-X Sunray in 13 states Sept. 8. 





AAP Stock to be Held 
In Trust Until Trial 


New York State Supreme Court Judge 
Aron Steuer Jr. last week granted a tem- 
porary injunction that will hold controlling 
stock in Associated Artists Productions in 
trust pending the outcome of litigation. The 
complaint by National Telefilm Assoc. filed 
early in the year [FILM, Jan. 20] was heard 
on April 29. 

United Artists Corp. is enjoined from 
carrying out its plan to take over assets of 
AAP until a trial is held. No date has yet 
been set for trial. The history of the AAP- 
NTA-UA squabble is a long one. It began 
in November when NTA announced it had 
contracted to buy more than 50% of AAP 
common stock from a shareholders’ group 
headed by Louis Chesler, then AAP board 
chairman, and Maxwell Goldhar, then an 
AAP director and vice president. These 
principals later repudiated the report trans- 
action and NTA in December filed suit in 
New York State Supreme Court asking 
$200,000 in damages each against UA and 
five officers of UA and AAP. UA, mean- 
while, had announced that month that its 
subsidiary, Gotham Television Corp., had 
purchased 700,000 shares of AAP stock for 
$8.5 million. 

Because of Gotham’s creation’ subsequent 
to the time NTA had filed its original dam- 
age suit, a new action was filed in January 
and it is this action on which the judge has 
granted the injunction. NTA renewed its 
claims for damages in its January filing 
providing the stock is turned over to NTA. 
If not turned over, then NTA seeks $18 
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million in damages. Defendants: UA, 
Gotham, AAP, Elliot Hyman (AAP presi- 
dent), and Ray Stark and Henry J. Zittau 
(AAP directors), Chemical Corn Exchange 
Bank, Manufacturers Trust Co., United 
Artists Associated Inc. and its sole stock- 
holder, Herman Robbins. 


Feld Elected Guild Films V.P. 


Irving Feld, general sales manager of 
Guild Films, has been elected vice presi- 
dent for sales as well as a member of the 
. — board of directors 
and appointed a 
member of the ex- 


ecutive committee, 
John J. Cole, presi- 
dent of the com- 


pany, announced last 
week. Prior to join- 
ing Guild Films, Mr. 
Feld was with Mo- 
tion Pictures for 
Television as eastern 
sales manager, south- 
eastern sales man- 
ager, and southwestern sales manager; be- 
fore that he was with Dragnet Productions. 





MR. FELD 


Wagg Offers Short Film on Asia 


Alfred Wagg Pictures, Washington, is 
offering a 13-minute film, “Challenge in 
Asia,” to stations for use without charge. 
Narrated by Lowell Thomas, “Challenge in 
Asia,” shows Philippine President Carlos 
P. Garcia at work and at home, giving his 
answer to the Asian challenge. The public 
service film was commissioned by four oil 


a quarterly dividend of 50 cents per share 
on common stock payable June 13 to 
holders of record May 26. 


FILM SALES 

Westinghouse Broadcasting Co. has an- 
nounced it bought 52 four-minute films of 
new Animaland film package for showing 
on its five tv stations. Films are produced 
by Telescene Film Productions Co., N. Y. 
Series is said to be filmed from “real life, 
yet the animals act out the story . . . and 
acquire human voices.” WBC transaction 
was pre-release sale and package is now 
available to stations throughout country. 
Associated Artists Productions, N. Y., has 
sold Warner Bros. cartoon library to Hearst 
Corp. for its owned WBAL-TV Baltimore 
and WISN-TV Milwaukee. Library also 
was sold to WNEM-TV Bay City, Mich.; 
Popeyes to KTTS-TV Springfield, Mo., and 
Jupiter group of Warner Bros. features to 
KTVU (TV) San Francisco; WISC-TV 
Madison, KTNT-TV Seattle-Tacoma and 
WROC-TV Rochester, N. Y. Additional 
films in AAP library were purchased by 
WHCT-TV Hartford and KENS-TV San 
Antonio. 


Associated Artists Productions reports sale 
of its full Warner Bros. feature library 
(more than 700 motion pictures) to Storer 
Broadcasting Co. for WJW-TV Cleveland 
and WSPD-TV Toledo, both Ohio. AAP 
also reported Vanguard group (52 Warner 
features) was purchased by WOOD-TV 
Grand Rapids and WDAF-TV Kansas City, 
and groups of Warner pictures to WHDH- 
TV Boston and WBBM-TV_ Chicago. 
KBET-TV Sacramento, Calif., extended its 
contract for added runs of its pictures 
from AAP’s Gold Mine library. 


BROADCASTING 








is 
}| 


- 


OW 


1aS 
rst 
ore 
Iso 


nd 

to 
rV 
nd 
nal 


yan 


ale 
ATY 
rer 
ind 
AP 
ner 
TV 
ity, 
)H- 
go. 

its 
res 














KRON is TV i 











Sau Franciscans ars sold cn| KRON- 7V 


AVAILABLE 
MIKE HAMMER 


Alternate Tuesdays 


10:30-11:00 PM SAN FRANCISCO CHRONICLE + NBC AFFILIATE » CHANNEL 4 « PETERS, GRIFFIN, WOODWARD «+ 





BROADCASTING May 19, 1958 @ .Page 59 








ome homes are more VALUABLE j 





GET AGE homes are a prime example. For advertisers, they comprise the 
most valuable audience in America. Because the GET AGE (the years be- 
tween 16 and 49) includes families when they’re young and growing... 
when their wants and appetites are most prodigious. It includes, too, fam- 
ilies at the very peak of their earning power — who are buying more than 
they ever will again. GET AGE families spend an average of one-third more, 
per household, than any other age group!* 


*Source: Alfred Politz, “Life Study of Consumer Expenditures,” 1957. **Average audience based only on homes with housewife as classified by A. C. Nielsen. 
**+Average audience and program cost data based on A. C. Nielsen, January-February, 1958 (Sunday through Saturday, 7:30-10:36 P.M., NYT). Cost per thousand 
homes per commercial minute for housewife homes (16-49 years of age) based on programming costs prorated to include all A.C. Nielseh housewife-classified homes. 





£ than others 




















The payoff: 72% of ABC Television’s average audience** is made up 
GET AGE homes. Corresponding figure for each of the other two netwprks 
is 64%. What’s more, cost per thousand for GET AGE householders on 4.BC 
is $3.92. The other two: $4.95 and $4.55.* ** 

Household for household, GET AGE families buy far more automobiles 
than anyone else. They buy far more groceries, far more home appliattces, 
far more of everything that’s advertised on television. And remember: 


You get them at the 

















NETWORKS 


CBS-TV SPLIT SHUFFLES 5 POSTS 


The creation of separate service depart- 


ments for CBS-TV’s newly split network ” 


and stations divisions got under way last 
week [CLOSED CirculT, May 12]. 

In the CBS-TV network division, headed 
by President Louis G. Cowan, the down- 
the-middle separation got under way with 
the appointment of Charles Steinberg, direc- 
tor of information for CBS Radio, as di- 
rector of information services for the tv 
network, and of George Bristol, director of 
sales presentations for CBS-TV as opera- 
tions director, sales promotion and adver- 
tising. 

On the CBS-TV stations division side, 
President Merle S. Jones announced the 
setyp will include: 

© John Cowden, who has been opera- 
tions director of the CBS-TV sales promo- 
tion and advertising department, will be 
vice president in charge of sales promotion 
and advertising for the stations division. 

e Thomas Means, director of promotion 
service for CBS-owned television stations, 
will be director of sales promotion and ad- 
vertising. 

e Charles Oppenheim, CBS-TV director 
of information services, will be director of 
public relations. 

e Acontroller and a director of engineer- 
ing for the division, both to be announced 
in the near future. 

e Heads of other components of the 
CBS-TV Stations Div. will continue as fol- 
lows: Craig Lawrence, vice president in 
charge of CBS-owned stations and CBS-TV 
Spot Sales; Leslie Harris, vice president in 
charge of CBS-TV Film Sales Inc.; William 
Weiss, vice president and general manager 


of Terrytoons; Sydney Rubin, director, CBS 
Television Enterprises, and John Schneider, 
general manager, CBS-TV Spot Sales. 

Mr. Jones also reported that several de- 
partments will continue to serve both the 
network and the stations divisions. These 
include legal, editing, operations, personnel, 
office services and photo departments. 

The new departmental lineups represent 





BRISTOL 


STEINBERG 


an extension of the principle of separating 
the two divisions, put into effect last March 
[Networks, March 17]. The move was 
attributed to “the growth, size and complex- 
ity of the television division.” 

Mr. Cowden, new sales promotion and 
advertising vice president for the stations 
division, has been with CBS since 1938. He 
started in the promotion department, later 
was promotion manager of KSFO San Fran- 
cisco, in 1946 was named director of CBS- 
owned stations promotion, and in 1951 be- 
came operations director, CBS-TV sales 
promotion and advertising. 

Mr. Means started with CBS in 1943 as 
a promotion department copywriter, became 
director of promotion service for CBS- 
owned stations in 1949, and was named di- 





COWDEN 


rector of promotion service for owned ty 
stations in 1955. 

Mr. Oppenheim, who joined the CBS pro. 
gram promotion department in 1948, be. 
came director of program promotion the 
following year; administrative manager of 
the sales promotion and advertising depart- 
ment for CBS Radio in 1951, and director 
of information services for CBS-TV jp 
1954. 


Mr. Steinberg, whose successor as press 





MEANS OPPENHEIM 


information director for CBS radio had 
not been set late last week, joined CBS in 
that post in early 1957. Before that he 
had been associated with Warner Bros. for 
14 years in several publicity posts. He 
formerly taught in secondary schools and 
colleges and was director of education for 
the Book-of-the-Month Club. He is the 
author of The Mass Communicators, a 
book on public relations which is being 
published this week by Harper’s. 

Mr. Bristol has been with CBS 12 years, 
serving successively as promotion copy- 
writer, senior sales presentations writer, and 
for four years as director of sales promotion 
and advertising for CBS Radio. He was 
named director of sales presentations for 
CBS-TV in 1955. 





CBS INC. INCOME UP 10.3% IN QUARTER 


CBS Inc.’s consolidated net income for 
the first quarter of this year rose 10.3% 
over the same quarter of 1957. 

The CBS income rise was announced 
Wednesday by Board Chairman William S. 
Paley after a meeting of the board of di- 
rectors. Consolidated net income for the 
period this year totaled $6,518,039 com- 
pared to $5,907,323 for that quarter a year 
ago, or an increase of $610,716. 

Net revenues and sales for the quarter 
totaled $103,296,857, as compared with 
$95,946,932 for the same period in 1957. 

This represents a gain of 7.7%. Current 
earnings are equivalent to 83 cents a share 
as against earnings of 77 cents in the 1957 
first quarter. Average number of shares out- 
standing this year is 7,881,400; last year 
(for the first quarter) there were 7,651,446. 

At the meeting the board declared a cash 
dividend of 25 cents on Class A and Class 
B stock payable June 13 to stockholders of 
record at the close of business May 29. 

Dr. Frank Stanton, CBS Inc. president, 
at the company’s annual stockholders meet- 
ing earlier [NETworks, April 21] had noted 
that first-quarter figures could be expected 
to show “a slight improvement in both sales 
and profits in spite of the prevailing general 
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economic conditions and intense competition 
in all areas of the company’s business.” At 
the time of that meeting, Dr. Stanton had 


March 29 
NET REVENUES AND SALES 
Deduct: 
OPERATING EXPENSES AND 


COST OF GOODS SOLD 
SELLING, GENERAL AND AD- 


$70,807,743 


reaffirmed CBS’ feeling of “cautious opti- 
mism,” commenting that nothing had hap- 
pened during the first quarter of 1958 
(other than perhaps the IBEW strike) to 
alter this attitude. 


Three Months Ended 
,1958(13 Weeks)’ March 30,1957 (13 Weeks) 
$103,296,857 $95,946,932 


$66,709,321 


MINISTRATIVE EXPENSES 17,532,967 14,979,540 
PROVISION FOR DEPRECIATION 
AND AMORTISATION OF FIXED 
ASSETS 1,370,447 1,683,252 
89,711,157 83,372,113 
~ 13,585,700 12,574,819 
MISCELLANEOUS INCOME, LESS MISCELLANEOUS 
DEDUCTIONS 582,339 72,504 
INCOME BEFORE FEDERAL TAXES ON INCOME ~ 14,168,039 ~ 12,647,323 
PROVISION FOR FEDERAL TAXES ON INCOME 7,650,000 6,740,000 
NET INCOME FOR PERIOD $ 6,518,039 $ 5,907,323 
EARNINGS PER SHARE’ ms $ .71 


1. Earnings per share are calculated on the 


average number of shares, 7,881,400 in 1958 


and 7,651,446 in 1957, outstanding during the respective three month periods. 


2. The 1958 results are subject to year end 
Bros. & Montgomery. 


adjustments and to audit by Lybrand, Ross 
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What’s news in Cleveland? 


The Sohio Reporter with award-winning Warren 
Guthrie is news. Continuously on WJW-TV since 1950, 
it is the most important news show in Ohio. Aside from 
all the news-wire and photo services, this one is high- 
lighted by storyboards and animations— animations 
that add creative movement to the big story of the day. 


City Camera, the latest addition and most chal- 
lenging approach to newscasting, is news. Full-time 
news camermen, using fully equipped station wagons, 
are on the go getting the Cleveland news for rapid-fire 
screening by two on-the-air veterans. ‘‘Camera’’ is 
followed by Cleveland’s only network newscast — 
Doug Edwards with the CBS world and national picture. 
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It’s a fact worth repeating: 40% of all network spon- 
sored time is on the NBC Radio Network. That’s 33% 
more than the second network—a lead of 13 commer- 
cial hours per week. NBC is the only network to show 
an increase in sponsored time in the past year! 

The number of advertisers has leapt ahead, too .. . 
from 26 in 1956 to 115 in 1957 . . . more advertisers 


than any other network. Thirteen of the top pre-televi- 
sion blue chip advertisers are now back on NBC Radio. 

Credit this growth to NBC’s imaginative program- 
ming aimed at increasing radio’s usefulness for adver- 
tisers and audiences. Concepts like STARDUST which 
brings big star excitement back to radio; public service 
features like NEWS ON THE HOUR which attracts 
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more listeners than any other radio show; constantly 
changing NIGHTLINE, aimed at the perceptive adult 
audience. No wonder NBC advertisers are the most- 
listened-to in all network radio! Month after month 
they are attracting the medium’s biggest cumulative 
audiences according to Nielsen. 


In television, NBC has forged into the Number 


DID YOU 
KNOW THA 
NBC RADIO 
HAS A 
33% LEAD 
IN SPONSO 
TIME? 


One position nighttime inj the nation’s major markets. 
Now the NBC Radio N joins the surge toward 
new peaks of advertiser audience acceptance with 
33% more sponsored timje than the second network. 


NBC RADIO NETWORK 











NETWORKS continueD 


Akerberg Leaving CBS 
To Set Up Consultancy 


Herbert V. Akerberg, CBS-TV station re- 
lations vice president, is resigning after al- 
most 30 years with the CBS organization 
and will open offices as a radio-tv consultant. 

He said he would 
start his consultancy 
in about two weeks, 
with CBS as one of 
his clients. He cur- 
rently is completing 
recuperation from a 
leg ailment at Doc- 
tors Hospital in 
New York. 

Mr. Akerberg said 
his offices would be 
in New York and 
that he would offer 
to radio-tv management a consultant service 
extending “from the preparation of FCC 
applications right on through” the full 
range of broadcast problems. 

Mr. Akerberg joined CBS in 1929 as an 
engineer, subsequently served as chief en- 
gineer and as research and development 





MR. AKERBERG 


PERSONNEL RELATIONS 


engineer before he was named vice pres- 
ident in charge of station relations in 1936. 
He headed station relations for both radio 
and television until 1953, when he switched 
to television exclusively. 

During his station relations tenure the 
number of CBS affiliates has grown, he re- 
called, from 13 radio stations to some 200, 
and from two tv stations to more than 200. 

Before joining CBS Mr. Akerberg built 
the old WPAL Columbus, Ohio, in 1923 
and operated it until 1926. He also served 
as manager and chief engineer of the 
former WAIU Columbus, and did experi- 
mental work with Bell Labs. 

In the current station relations structure 
at CBS-TV, William B. Lodge is vice pres- 
ident in charge of both station relations and 
engineering, and Edmund Bunker is vice 
president and director of station relations. 


WCHS-TV Set As ABC Primary 


On July 1 WCHS-TV Charleston, W. Va., 
will become the 85th primary affiliate of 
ABC-TV, it was announced last week by 
John Gelder Jr., station vice president and 
general manager, and Alfred R. Beckman, 





vice president in charge of station relations 
for ABC-TV. WCHS-TV operates on ch, 8 
with 158 kw serving the Charleston-Hunt- 
ington market. 


NBC-TV Puts Games, Serials 
In Daily 2-4 P.M. Time Slots 


NBC-TV will introduce four new shows 
when it re-programs part of its Monday- 
through-Friday afternoon schedule starting 
June 30, it was announced last week by 
Robert F. Lewine, vice president, NBC- 
TV network programs. Two of the shows, 
set for the 2-3 p.m. period, will be in 
color. The 3-4 p.m. programs will replace 
Matinee Theatre, live color drama series, 

New programs include: 2-2:30 p.m, 
Lucky Partners, featuring five contestants 
and merchandise prizes; 2:30-3 p.m, 
Haggis Baggis, a game program in which 
four contestants attempt to identify the 
concealed photo of a well-known personal- 
ity; 3-3:30 p.m., Today Is Ours, the story 
of Laura Manning, assistant high school 
principal in the town of Bolton, and 3:30-4 
p.m., From These Roots, the story of the 
Fraser family in a contemporary American 
town. All will originate live in New York. 





PETRILLO PLAYS CODA ON AFM JOB 


@ Musicians’ national president says no encore 


@ Will continue, however, 


James Petrillo tossed in his trumpet last 
week as the American Federation of Mu- 
sicians’ Little Caesar—and sounded very 
much as though he meant it. If he sticks 
by his decision to quit the presidency of 
the musicians’ union next month, broadcast- 
ers and allied interests can claim the end of 
an era—18 years of dealing with one of the 
most powerful labor personalities of all 
time. 

Mr. Petrillo made the historic announce- 
ment last Wednesday and made plain he 
will not reconsider his decision, notwith- 
standing appeals from some locals that he 
permit himself to be renominated again 
at the AFM’s national convention in Phila- 
delphia June 2. His action took members of 
AFM Local 10 in Chicago by surprise. The 
announcement was contained in a letter to 
AFM members. 

At a news conference in Chicago, Mr. 
Petrillo also: 

e Stated he would continue as president 
of the Chicago Federation of Musicians 
(at an annual salary of $26,000). He was 
re-elected to a new five-year term last Jan- 
uary and is starting his 37th year. 

e Reported he plans to resign as vice 
president of the AFL-CIO 29-member high 
command—“I won’t stay on any longer than 
I can help it.” 

e Chastised Cecil F. Read, head of the 
newly-formed rebel Musicians Guild of 
America, as someone “who grew rich off the 
labor movement” and turned on the parent 
AFM. 

® Declined to recommend his successor 


Page 66 e@ May 19, 1958 





to conduct Chicago local 


as AFM president—‘“that would be suicide 
for I have a lot of good friends.” 

Mr. Petrillo is resigning a post that paid 
him $20,000 annually but retaining an- 
other (that of the CFM) at $26,000 (tax 
free). He also revealed that starting in 
August 1959, he will be entitled to an an- 
nual pension of $10,000 under an AFM 
plan to become effective later. 

Mr. Petrillo has been identified with the 
labor movement for 42 of his 66 years and 
an AFM officer since 1932. Before assum- 
ing the presidency of the Chicago AFM in 
1922, he was vice president of the Chicago 
local for three years. He was president of 
the Independent American Musicians Un- 
ion for three years before it amalgamated 
with the Chicago federation. He served on 
the AFM’s international executive board 
from 1932 to 1940 when he was elected 
president. In 1951 he was elected vice pres- 
ident of the AFL and has been re-elected 
yearly since then. 

Why is Mr. Petrillo playing a coda after 
sO many years? He stated: 

“I cannot say that I am sick man but I 
am a tired man and I do not seem to have 
the recuperative powers I used to have. My 
doctor advises me that if I continue as presi- 
dent, I would have to take things easy. I 
just can’t take it easy in this position with- 
out hurting the organization I love.” 

Friends and foes alike have noticed a 
mellowing of the onetime stormy Petrillo 
personality in recent years. 

The AFM czar revealed he had considered 
resigning at the 1957 AFM convention in 


Denver “but I reconsidered because of the 
lawsuits instituted in Los Angeles against 
the AFM. Since then our attorneys have 
advised me that these lawsuits could go on 
for years.” 

He evidently referred to suits by a group 
of Hollywood musicians (members of Local 
47) seeking $8.5 million damages from the 
parent union for 6,000 musicians in the 
phonograph recording industry and $4.5 
million from the national AFM for 2,400 
employed in motion pictures. The suits have 
been on docket since November 1956. Los 
Angeles Superior Court granted their peti- 
tion for a preliminary injunction to prevent 
California-based recording companies from 
making payments on 21% of the current 
recording wage scale. The court also denied 
the group’s request for similar injunctions 
against trust fund payments based on royal- 
ties from sale of phonograph records and 
on payments by motion picture companies 
into trust funds for the privilege of using 
theatrical films on tv. The rebel group 
claimed the monies in these payments ac- 
tually belong to musicians employed in the 
manufacture of records and motion pictures 
[PERSONNEL RELATIONS, Jan. 13]. 

Mr. Petrillo claimed the AFM presidency 
is becoming “more difficult” every year, 
requiring great patience, partly because of 
laws “restricting labor unions.” He added, 
“there are no longer any easy decisions. All 
decisions now require long deliberation and 
the conclusion of a problem often takes 
weeks and sometimes months. The position 
requires a vigorous, younger man _ with 
bright new ideas, and I am sure that we 
have not only such a man but several such 
men . . . who could ably fill this position.” 

Mr. Petrillo pointed out that, “While 
other unions now are faced with automation 
destroying their jobs, we have had automa-) 
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Steel 
means 


Business 


It always does. U.S. Steel’s decisions have long| been 
watched as an index of future business activity. 


Its early decision to renew its distinguished drdmatic Cs) 
series on the CBS Television Network* and to iner2ase 








its investment in television with a program in the|daytime** 


—indicates its confidence in the nation’s economy 


It also suggests its confidence in network televisjon. 
No mere patron of the arts, Steel knows what tp expect 


from network television—and gets it. 


It knows that television’s audience is constantly growing. 
It knows that the audience to its own dramatic pigram 
(an audience which averages more than 20,000,000 for each 


broadcast) grows increasingly responsive. 


It knows that three out of every four adults in thp nation 
have seen the program and that those who watchjit have 
an even higher opinion of Steel’s products and poficies 

than those who don’t. 


It knows that to open up new markets, expand ofd ones 
and maintain a favorable image in the public njind, 

there is no more powerful medium at its comman{| than 
network television. 


Like Steel, other major television advertisers who mean 
business have announced their renewals for the cbming 


season: Allstate Insurance, American Tobacco, Gampbell 


Soup, Kimberly-Clark, Socony-Mobil, and Westinghouse. *The United States Steel 
Hour, the award-winning 
. , ies of live dramati 
And like Steel they employ the medium that provides the nk aN 
programs produced by 
largest nationwide audiences in all advertising. the Theatre Guild. 


** Beginning on June 4, the 
THE CBS TELEVISION NETWORK Wednesday reports of 
the CBS Morning News 
with Richard C. Hottelet. 
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tion for over 30 years through the record- 
ings we make, which do not help the em- 
ployment situation in any local.” He 
described the AFM as a good, solid, strong 
labor organization” and the “best organized 
union in the labor movement today.” 
Specifically, the musicians’ president noti- 
fied the AFM membership, “The time has 
come when I must decline to accept the 
nomination” as president of AFM during its 
61st annual convention in Philadelphia. He 
expressed a hope that delegates would re- 
spect his wishes by not placing his name in 


nomination or “if nominated by permitting 
me to withdraw.” 


Mr. Petrillo remarked that “too many 
labor leaders . . . have made the vital mis- 





& James C. Petrillo 
--—— FOR --— 
VICE-PRESIDENT 
Chicago Federation of Musicians 
LOCAL No’ 10 A F. of M. 
pe ALSO CANDIDATE FOR 

[xX] DELEGATE to the 


Chicago Federation of Labor 
Election Day Tuesday December 2, 199% 
Poils Open from 12 A.M. to9P M, ™ 
175 


JAMES CAESAR was yet to be- 
come famous on the _ national 


scene when this 1919 poster was 
circulated. 





Some of the moments in a momentous career 


PLEASE! 








The New York Sun printed this one in Octo- 
ber 1944 after President Roosevelt asked him 
to lift the recording ban. 


take of remaining on the job when their 
usefulness to the organization they repre- 
sent is a thing of the past. The result is that 
their organizations suffer many setbacks that 
could have been avoided had they retired 
at the proper time.” 

Despite resolutions at three different con- 
ventions seeking to oust him as AFM na- 
tional and Local 10 president, delegates 
unanimously elected him, Mr. Petrillo 
noted. Last January he won out again as 
Local 10 chief without opposition. 

It was in that capacity that broadcast- 
ers had their first brush with Mr. Petrillo 
back in January 1932, antedating more ex- 
tensive and bitter altercations with the net- 
works and recording industry on a national 
scale in later years. Chicago stations held 


firm against Local 10 demands and nego. 
tiated new pacts averting a strike. 

Mr. Petrillo flexed his muscles in 1937 
as CFM czar by forbidding members to 
make recordings save under special cop. 
ditions—a move designed to avert “canned” 
music and the threat of unemployment to 
musicians. That same year the national 
AFM called for a minimum of musicians 
employed at broadcast stations lest they 
lose their musical programs and later an 
AFM strike was averted when network 
affiliates agreed to spend an additional $1.5 
million yearly for staff musicians. In 1938 
non-network stations were further drawn 
into the AFM employment picture when the 
union demanded that recording companies 
bypass stations without union licenses. (Ap 


————— 
| 


By Rube Goldberg. 


GOVERNMENT 6Y REQUEST<- 
NOT BY LAW 


PLEASE, PETRILLO, 
LIFT YOUR BAN 
ON RECORDINGS 








THIS was a familiar pose of the fiery | 
AFM president—with clenched fist for the | 
opposition. 
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HIS STATUS as an ex-trumpet player was the basis for many gags, like this duet 
with President Harry Truman at an AFM convention. 


PETRILLO as he left his Chicago office last 


Thursday after saying he will retire. 


ail 





Page 70 @ May 19, 1958 





BROADCASTING 





937 
» to 
On- 
ed” 
t to 
onal 
ians 
they 
an 
york 
31.5 
938 
awn 
\ the 
nies 
(An 


he 





last 





STING 











WMT-TV 





The Eastern Iowa air is full of wondrous things, including] 


The March ARB Area Report shows WMT-T 


first in 358 out of 487 quarter-hours measure 


Art Lovers Please Note: Hutch, who signs (and does) what for lack of a 
art in most of the WMT advertisements that use art, has received a num} 
he or his 6-year-old daughter did the art for the Little Red Riding Hoo 
ran in this publication recently. 

The answer is neither. It was Jill, the 6-year-old daughter of the mq 
for WMT advertisements which use photographs. 

Neither Hutch nor Jill did the art for this advertisement. It was dq 
old daughter* of the man who writes the copy for WMT advertisements 





*When she was 5. 
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WMT-TV’s fat signal. 


more precise term is called 
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advt. (advt.) which WMT 
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1e by Marjorie, the 7-year- 
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independent radio network affiliates group 
was organized the previous year to deal 
with AFM.) A national committee of in- 
dependent broadcasters negotiated an agree- 
ment with AFM in 1938. 


Mr. Petrillo stepped in as national AFM 
president in June 1940, succeeding Joseph 
Weber who retired after 40 years service. 

He started throwing his weight around 
in February 1941, ruling that AFM members 
could not perform with any instrumentalist 
not an AFM member. In June 1942, AFM 
notified recording companies that, as of Aug. 
1, no AFM member would be permitted to 
record. It also rescinded permission given 
some members for making commercial trans- 
criptions for onetime air use. A Petrillo 
ruling in July forced NBC to cancel broad- 
casts from the National Music Camp at In- 
terlochen, Mich., and the Justice Dept. 
stepped in that August with an injunction 
when Mr. Petrillo refused to cancel his 
strike against recordings. 

A Chicago federal district court dismissed 
the government suit in October 1942 and 
AFM President Petrillo rejected a Senate 
Commerce Committee request that he lift 
his recording ban during the war. He agreed, 
however, in January 1948 to consult the 
AFM board, looking toward resumption of 
work on recordings, and the union suggested 
a fixed fee for each pressing be siphoned 
into a union unemployment fund—the price 
for ending the strike. 

Recording firms rejected the plan in 
March 1943 and an impasse developed in 
union negotiations lasting through the sum- 
mer, with transcription companies appeal- 
ing to the War Labor Board for help. Mr. 
Petrillo’s edict seemed final: “No more 
transcriptions for anyone at any time.” A 
plan for paying performance fees to the 
union for record broadcasts and for copy- 
right legislation protecting recording artist 
and company elicited little favor among 
broadcasters. That October NAB denounced 
the principle of direct payments to the union 
as “vicious” after six transcription firms had 
signed with AFM to pay royalties. 

The War Labor Board found Mr. Petrillo 
and AFM balky on the matter of ending the 
strike against the recording firms and re- 
ferred the matter to the Office of Economic 
Stabilization in August 1944. Even President 
Roosevelt’s personal appeal to the AFM 
czar to end the recording strike against 
RCA, CBS and NBC was rejected by Mr. 
Petrillo. All three subsequently capitulated 
on royalty payments. 

In January 1945, with television “just 
around the corner,” the AFM chief warned 
union members not to appear on tv until 
further notice. He went even further in 
October with an edict to networks that dual 
broadcasting on am and fm violated their 
contracts. In April 1946, after President 
Truman signed the Lea Act (dealing with 
union “featherbedding” practices), the AFM 
decided to test its validity. It defied the act 
in May and Mr. Petrillo told members not 
to play for combined am-fm programs. 
AFM struck WAAF Chicago in June be- 
cause of its refusal to hire three additional 
“musicians” as librarians. He toid the AFM 
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convention that if the Supreme Court up- 
held the Lea Act, he would forbid musicians 
to play on network programs after Jan. 31, 
1947—expiration date for contracts. 

After transcription firms acceded to 
AFM wage demands, Federal District Court 
Judge Walter Labuy in December upheld 
the Petrillo AFM camp, ruling the Lea Act 
unconstitutional (later the U. S. Supreme 
Court reversed this point) and dismissing 
charges against the union in the WAAF 
strike. 

In February 1947, the AFM chieftain 
announced money paid by the recording 
firms would be allocated for free public con- 
certs—about $2 million at the time. In 
May the U. S. Senate voted to ban union- 
controlled “slush funds,” specifying that 
such payments would have to be jointly 
administered by union and management 
alike. The government renewed its prosecu- 
tion of Mr. Petrillo in October, filing an 
amended bill of criminal information in 
Chicago District Court; Mr. Petrillo, in 
turn ordered his members to “never again” 
make transcriptions and recordings. Net- 
works and the AFM began new contract 
discussions. 

Ten years ago—in 1948—-AFM-broad- 
cast industry relations struck a new disso- 
nance. Mr. Petrillo yanked all AFM mem- 
bers out of recording studios, which claimed 
two-year backlogs on hand. Judge Labuy 
again found Mr. Petrillo not guilty of vio- 
lating the Lea Act, which raised a howl of 
anguish from its author, Rep. Clarence F. 
Lea (D-Calif.). The union leader dropped 
his ban against musicians performing for 
am programs duplicated on fm and ex- 
tended network pacts for 60 days. Later he 
offered to end the recording ban, suggesting 
royalty payments be made directly to a 
disinterested trustee, thus circumventing 
Taft-Hartley prohibitions against direct 
payments to unions. Record firms and the 
AFM reached agreement on royalties to 
such a trustee in October and that Decem- 
ber signed five-year pacts with the union. 
Samuel R. Rosenbaum, onetime president of 
WFIL Philadelphia, was selected trustee and 
recording peace was near. 

Industry relations with the aggressive 
Mr. Petrillo were comparatively tranquil 
until June 1953 when he served notice on 
the tv networks that there might be trouble 
with the American Federation of Television 
& Radio Artists and that he would brook 
no encroachments on the AFM domain in- 
volving dual membership requirements. (To 
this day, some AFM members who perform 
as talent hold AFTRA cards, though the 
practice is firmly discouraged by Mr. Pe- 
trillo.) 

Today internal strife is the sour note 
in the AFM score. 

In 1956 the long-smouldering revolt by 
Hollywood AFM Local 47 finally erupted 
against the parent union’s $14 million trust 
fund, leading to the expulsion of Local 
President Cecil Read. Mr. Petrillo’s counter- 
point with broadcasters and allied industry 
segments, by contrast, has been harmonious 
the past two years. 


NABET Signs Peace 
For ABC, NBC Force 


NBC and ABC signed a new three-yea 
contract last week with the National Agsp, 
of Broadcast Employes and Technicians 
covering more than 2,000 workers but side. 
stepping temporarily a decision on 98 nop. 
engineering employes who had declined tg 
ratify the pact. 

Neither officials of the union nor the net. 
works would give details of the contract but 
a network spokesman acknowledged that the 
provisions “approximated” those of CBY 
pact with the International Brotherhood of 
Electrical Workers, signed last month after 
a two week strike [AT DEADLINE, April 21], 
There were no work stoppages at ABC and 
NBC (except for a quickie walkout at KGO 
San Francisco last week), though negotia- 
tions had been conducted since early Jan 
uary. Terms of the new contract will be re 
troactive to last Feb. 1. 

A network spokesman said “an impartial 
umpire” has been chosen to rule on the 
merits of the case presented by the 98 non- 
engineering employes at the two networks 
proposal earlier this month. 

The contract covers almost 1,400 workers 
at NBC and about 650 at ABC. Based on the 
CBS-IBEW agreement, which was made 
public, it is believed that the NABET pact 
calls for raising the base pay immediately 
from $171 to $185 weekly for the top-sal- 
aried technicians and climbing again to $190 9 
per week on Aug. 1, 1959. Top base pay un- 
der the new contract reportedly will be 
reached after three years (instead of four in 
the old pact), with the lowest pay starting 
at about $96 weekly. 

It was reported that the networks, which 
earlier had refused to sign a “piecemeal con- 
tract” (one not including the non-engineering 
personnel), agreed finally when assurances 
were given by NABET that a strike or work 
stoppage by non-signers would not be sup- 
ported by the union. 


Strike Interrupts KGO Operations 


A wildcat strike kept KGO San Francisco 
off the air for five hours Monday morning, 


from 5:30 to 10:30 a.m., when some 
NABET members employed at the station 
walked off their jobs and set up picket lines 
which other NABET members respected. 
About 150 employes were involved in the 
stoppage. Once the national office of 
NABET learned of the walkout, union ma- 
chinery started to work and the men were 
back on the job in short order. John Pace, 
managing director of KGO and _ general 
manager of KABC Los Angeles, both ABC 
owned radio stations, said he expects nd 
further trouble at either station. 


SEG Re-elects Officer Slate 


A complete slate of Screen Extras Guild 
officers has been re-elected for another 
year. They are, all unopposed, Franklyn 
Farnum, president; Jeffrey Sayre, first vice 
president; Tex Brodus, second vice presi- 
dent; Paul Bradley, third vice president; 
Kenner G. Kamp, treasurer. Paul Christy, 
recording secretary, defeated Sandee Mat- 
riott by a vote of 972-260. 
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GOVERNMENT 


SENATE OKAYS BARTLEY, CROSS 


The U. S. Senate on Thursday approved 
the nominations of Robert T. Bartley and 
John S. Cross to be commissioners of the 
FCC. The action was taken on a voice vote 
and came one day after the nominations of 
both men had been approved by the Senate 
Commerce Committee. 

Mr. Bartley was reappointed for a new 
full seven-year term which expires June 30, 
1965. The Texas Democrat became a com- 
missioner March 6, 1952. 

Mr. Cross, assistant chief of the State 
Dept.’s Telecommunications Division, was 
named to succeed former Comr. Richard 
A. Mack whose term expires June 30, 1962. 
Mr. Mack resigned early this year follow- 
ing exposure of his financial dealings wth 
Miami attorney Thurman A. Whiteside. Mr. 
Cross is a native of Arkansas and also a 
Democrat. 

Both nominations were approved unan- 
imously by the Senate committee. 

Mr. Bartley’s re-appointment begins July 
1. Mr. Cross’ appointment is immediate. 

At week’s end, no arrangements had been 
announced on Mr. Cross’ swearing in. Both 
Mr. Bartley and Mr. Cross were attending 
a Radio Technical Committee on Marine 
[communications] meeting in Philadelphia 
last week. 

When Mr. Cross is sworn in, the Com- 
mission will be at full strength for the first 
time since March 3 when Mr. Mack re- 
signed. It has been operating since then 
with six commissioners. 

Mr. Bartley, 48, began government serv- 
ice in 1934—with the FCC. He was chief of 
the Commission’s Telegraph Div. when he 
left to join the Securities & Exchange Com- 
mission. He then became a vice president 
of the Yankee Network, and was director 
of war activities and later of government 
relations of NAB. He was secretary-treas- 
urer of Fm Broadcasters Inc. and, when 
FMBI merged with NAB, of NAB’s fm 
department. From 1948 to 1952 he was 





| CROSS CHECK 


Last Tuesday, new FCC Comr. 
John S. Cross was the subject of four 
tightly packed, small-print pages of 
the Congressional Record. The ma- 

| terial—a reprinting of the biographi- 
| cal material Mr. Cross had submitted 
| to the Senate Commerce Committee 
at his appearance—was inserted in the 
Record by Sen. Wayne Morse (D- 
Ore.). Sen. Morse in April had caused 
to be reprinted a letter to the editor, 
published in the New York Times, 
critical of Mr. Cross’ nomination to 
be an FCC commissioner, on the 
ground that he was not well known. 
Mr. Cross furnished his dossier to 
Sen. Morse to answer allegations that 
he was an obscure government official, 
and Sen. Morse on May 13 submitted 
| the whole document on the floor 
| of the Senate in the interest of fair- 
ness. 
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COMR. CROSS COMR. BARTLEY 


administrative assistant to his uncle, House 
Speaker Sam Rayburn (D-Tex.) 

Mr. Cross, 53, was born in Birmingham, 
Ala. An electrical engineer (Alabama Tech, 
1923), he worked with the state highway 
departments of South Carolina and Michi- 
gan, as construction superintendent for the 
S. S. Kresge Co. chain, with the Studebaker 
Corp., and with the federal government 
(National Park Service and after World War 
II in his present post at the State Dept.). He 
was a Navy captain during the war. 


FCC TERM BILL 
GETS COMMITTEE NOD 


® President gets removal power 
@ Agency laws now uniform 


The Senate Interstate & Foreign Com- 
merce Committee, in executive session 
Wednesday, approved a proposed bill which 
would permit a member of the FCC to re- 
main in office, after expiration of his term, 
until a successor has been appointed and 
approved. The bill also would give the 
President authority to remove a commis- 
sioner from office for “inefficiency, neglect 
of duty, or malfeasance.” 

Drafted last March [GOVERNMENT, March 
17], the bill will be introduced as a commit- 
tee report by Chairman Warren Magnuson 
(D-Wash.). The committee’s action kills a 
second draft which would have abolished 
the FCC and replaced it with a Federal 
Communications Administrator and a three- 
man Communications Court of Appeals. 

The bill actually makes uniform the laws 
covering the FCC, FTC, Interstate Com- 
merce Commission, Federal Power Com- 
mission and Civil Aeronautics Board. Acts 
establishing the ICC and FTC already con- 
tain both the above clauses and the CAB 
Act contains a removal provision. 

Whether the President has the legal pow- 
er to remove a member of the FCC became 
a moot question at the time Comr. Richard 
A. Mack was under fire in the House Leg- 
islative Oversight Subcommittee investiga- 
tion in the grant of ch. 10 Miami to Na- 
tional Airlines. Mr. Mack subsequently re- 
signed. 

Under the present law, a commissioner 





automatically leaves the FCC when jj 
term expires. There is no provision Made 
for him to continue until a successor ha 
been chosen. In the past, this has resulte 
in the Commission being short-handed fo, 
weeks and even months at a time. Mog 
recent example occurred last June whey 
George C. McConnaughey was not Teap. 
pointed. His successor, Frederick W. Fori, 
was not approved until August. 

Rep. Oren Harris (D-Ark.) has intro. 
duced a bill in the House which, among 
other things, gives the President remova 
powers [GOVERNMENT, April 21]. Propo. 
nents of both bills discussed the inclusion 
of a provision for rotating the FCC chair. 
manship among the seven members. This 
was not included in either measure, hoy. 
ever, and the power to appoint the chair. 
man remains with the President. 

A “lengthy discussion” also was held by 
the committee on a bill (S 2119) introduced 
by Sen. Magnuson, which would allocate 
up to $1 million to each state for educa. 
tional tv. No action was taken and it wil 
be discussed again at a committee meeting 
this Wednesday. “I think it’s safe to say it 
will be passed unanimously,” Sen. Magnv- 
son said. 

All except one member of the committee 
were in agreement on the bill and he merely 
wanted to “study it further.” In its final 


_ form, the etv measure will be amended to 


permit non-profit commissions and found. 
tions to participate in operation of etv st 
tions. As now drafted, it requires that man- 
agement be vested in the state public school 
education governing body. 


FCC Asks Senate Appropriations 
For Leeway With Added Funds 


The FCC last week asked the Senate Ap- 
propriations Committee for help in u- 
shackling its hands from a House Appro- 
priations Committee command. 


FCC officials appeared before Sen. War- 
ren G. Magnuson (D-Wash.), chairman of 
a Senate Appropriations Committee sub 
committee and only member present at the 
hearing, on the FCC’s 1959 budget of $89 
million. This is $600,000 above last year's 
budget. 


The House approved the $8.9 million ap- 
propriations for the FCC’s July 1, 195% 
June 30, 1959, fiscal year last March. It also 
adopted a directive that the Commissi0 
use the extra money exclusively to reduce the 
backlog in radio application processing and 
in safety and special services application 
processing. 

The FCC has intended to apportion 
new positions this way: 8% for Broadcas 
Bureau, 14 for safety and special services 
13 for field engineering and monitoring, 5/ 
for technical research and frequency alloc 
tion, 5% for common carrier and 3% fo 
executive staff and services. 

If the House command sticks, the FCC 
told Sen. Magnuson, other Commissi0! 
work will suffer. In answer to one question 
the FCC said that it could reduce the back: 
log of cases in the radio and safety-speci 
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services lines to a current status by the end 
of fiscal 1959 if it was given an extra 
$246,000. 

There are more than 350 applications in 
the am radio processing line. A staff of 
eight engineers handle about 25-30 cases 
a month—which means that applicants 
wait for a year to 14 months before their 
applications are processed (not always 
granted). The bottleneck was essentially one 
of engineers. For the past few months, it is 
understood 14 engineers have been working 
on radio applications and they have reached 
a peak of 60 cases per month. This still 
means that applicants must wait about six 
months before learning the disposition of 
their applications. 


Hearing Ordered on Ch. 10 Bid 


A hearing was ordered last week by the 
FCC on an application by KLFY-TV La- 
fayette, La. (ch. 10), to move its transmitter 
from a site 2.1 miles west of Lafayette to a 
site 11 miles northwest and increase its an- 
tenna height from 440 to 940 feet. The 
hearing was consolidated with a proceeding 
in which KTAG-TV Lake Charles, La. (ch. 
25), has asked to trade that uhf channel for 
vhf ch. 3 and two other firms—Evangeline 
Broadcasting Co. and Acadian Tv Corp.— 
have asked for ch. 3 in Lafayette. The pro- 
posed KLFY-TV move would bring that 
station nearer to Lake Charles. Channel 3 
was dropped in at Lafayette-Lake Charles 
by the FCC last year. 


FCC PATENT POLICIES DEFENDED 


FCC Comrs. John C. Doerfer and Rosel 
H. Hyde were hard pressed last week in 
attempting to explain the FCC’s patent 
policy to the House Legislative Oversight 
Subcommittee. They were called to answer 
charges by William H. Bauer, former Com- 
mission attorney, that FCC rules are such 
that RCA has a monopoly in broadcast 
equipment [GOVERNMENT, April 28]. In 
a new pleading to the subcommittee last 
week in the form of a letter, Mr. Bauer 
maintained the Commission has the authority 
to cancel NBC’s broadcast licenses because 
of alleged patent abuse by its parent, RCA. 

Comr. Doerfer countered that the FCC 
cannot take action in cases where the parent 
company is found guilty of antitrust viola- 
tions if the court itself does not revoke the 
license. 

In an opening statement, Chairman Oren 
Harris (D-Ark.) said: “The refusal of the 
FCC to adopt a rule requiring disclosure to 
it of patent information and the court de- 
cisions concerning antitrust duties of the 
Commission raise very serious questions. 
; If the actions or inactions [of the] 
FCC tend to erect an ‘iron curtain’ around 
independent invention, research and develop- 
ment, then it is our duty to inquire into 
the situation and ascertain the justification 
for such action or inaction.” 

Throughout their testimony, the FCC 
spokesmen maintained that it is up to the 
Justice Dept. and not the FCC to police 


y 


— ei = we 


PAUL HEINECKE, PRESIDENT 


LICENSING 
MECHANICAL 
THE BEST 


THE PERFORMANCE 
OR SYNCHRONIZATION RIGHTS IN 
MUSIC IN AMERICA 


TO THE ENTIRE ENTERTAINMENT INDUSTRY 


RADIO, TELEVISION 
AND PHONOGRAPH 
CONCERT HALLS 


A REPERTORY 


PRODUCERS OF THE FAMOUS 
SESAC TRANSCRIBED LIBRARY 


age 76 e May 19, 1958 
8 


MOTION PICTURE, TRANSCRIPTION 
RECORD COMPANIES 
HOTELS, ETC., WITH 


THEATRES 


OF DISTINCTION 


THE COLISEUM TOWER 
10 COLUMBUS CIRCLE 
NEW YORK 19, N. Y. 





patent regulations and antitrust violations, 
Comr. Doerfer said the problem of whether 
some patent holder is in a position of patent 
domination must be “subordinate to the 
duty and responsibility of the Commission 
to adopt a standard that will result in the 
public securing the best service obtainable.” 
Comr. Hyde asked: “What is wrong with 
standards set up by the Commission if they 
provide the best tv service in the world?” 

Robert Lishman, subcommittee counsel. 
as well as members of the subcommitee. 
repeatedly questioned the Commission’s de- 
cision not to require licensees to file owned 
patents with the FCC [GOvERNMENT, April 
25, 1957]. Comr. Doerfer replied it would 
be impossible to require this information 
because of the workload and need for 
trained personnel and that the matter could 
better be considered on a case-to-case basis. 

The counsel also attempted to show that 
the FCC did not require patent information 
in establishing its standards for am and fm 
and black-and-white and color tv—contrib- 
uting to the alleged RCA monopoly. This 
contention was hotly disputed by Comrs. 
Hyde and Doerfer who stated the FCC “did 
not advertently and certainly not with intent 
play into the hands of any manufacturer.” 

It was successfully brought out by Mr. 
Lishman that, under present standards, no 
broadcast station could be built without 
the use of several RCA patents. FCC Gen- 
eral Counsel Warren Baker pointed out, 
however, that at the time the standards were 
adopted it also would have been necessary 
to use patents of several other manufactur- 
ers. Mr. Lishman attempted to show that 
RCA has, by one means or another secured 
the patents of its competitors since standards 
were established. Comr. Doerfer said he 
had no personal knowledge of this. 

“The quality of equipment—not owner- 
ship of patents—is the prime FCC con- 
sideration,” he said. 

Comrs. Doerfer and Hyde were dismissed 
after testifying Wednesday; they return in 
two weeks however, since Mr. Lishman 
said he had “a lot more questions.” Rep. 
Harris said that Comrs. Robert E. Lee and 
Robert T. Bartley, both of whom dissented 
to the FCC’s April 1957 patent decision. 
also would be required to testify. In ad- 
dition, he said, an RCA spokesman will 
be heard “in about 10 days.” 


WmMYR Drops Protest Against WBRD 


WMYR Fort Myers, Fla., dropped its 
protest against WBRD Bradenton, Fla., last 
week—claiming any further proceedings 
would amount to a “pyrrhic victory.” 
WMYR won a court decision last January 
ordering the FCC to hold a hearing on the 
claim of the Fort Myers outlet that WBRD 
Bradenton interfered with its coverage. The 
FCC turned down the WMYR protest, 
but had scheduled it for hearing when the 
court reversed the denial. WMYR said last 
week that no “consideration” is involved 
and that it is withdrawing its protest because 
of the expenses of additional FCC proceed- 
ings plus the difficulty of getting WBRD off 
the air now that it is in operation. 
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Congressmen Enlisted 
In Daytimers Push 


Indications up through last Thursday were 
that most interested broadcasters would 
wait out the deadline today (Monday) in 
the FCC’s proposed rulemaking on the Day- 
time Broadcasters Assn.’s petition to stand- 
ardize the hours of daytime am stations. 

But a check of FCC records last week 
made one thing certain: The daytimers have 
done a bang-up job of making their case 
known to their congressmen—with goodly 
results. 

Two senators and 11 representatives, 
jogged by letters from broadcasters, civic 
and government groups and listeners back 
home in the past 10 weeks, have gone on 
record at the FCC as favoring the DBA 
proposal to set daytimers’ broadcast hours 
from 5 a.m. or local sunrise (whichever is 
earlier) to 7 p.m. or local sunset (whichever 
is later). 

No congressman has opposed the DBA 
proposal, although some express reserva- 
tions: Sen. Frank J. Lausche (D-Ohio) 
acknowledges he’s heard only one side of 
the question and Sen. Dennis Chavez (D- 
N. M.) feels regional stations do the “best” 
job, although the daytimers perform good 
services, too. Many, while not taking a 
position, feel the daytimers’ case should be 
given every consideration, and some avoid 
the issue entirely except to express an “in- 
terest.” 

Those congressmen directly favoring the 
DBA petition, as revealed in letters up to 
last week: Sens. Thomas E. Martin (R- 
lowa) and William Proxmire (D-Wis.) and 
Reps. William H. Ayres (R-Ohio), Alvin M. 
Bentley (R-Mich.), John H. Dent (D-Pa.), 
Robert W. Hemphill (D-S. C.), Elmer J. 





PETITIONS 
with millions of members along with thou- 
sands of individual petitions were filed with 
FCC Friday by Daytime Broadcasters Assn. 


representing organizations 


Richard E. Adams (l), WKOX Framing- 
ham, Mass., DBA president, and J. R. Live- 
say, WLBH Mattoon, Ill., board chairman, 
pile the stacks of documents in boxes for 
delivery to the Commission. 
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Holland (D-Pa.), Otto E. Passman (D-La.), 
ames T. Patterson (R-Conn.), Antoni N. 
Sadlak (R-Conn.), William L. Springer (R- 
Ill.) and Basil L. Whitener (D-N. C.). 

Accompanying the trickle of station com- 
ments which had been filed up to last 
Thursday since March [GOVERNMENT, 
March 24] were a number of letters from 
local civic organizations and government 
groups favoring the DBA proposal. One 
national rural organization, the National 
Grange, opposed it. 

Supporting: WHOW Clinton, Ill.; WEJL 
Scranton, Pa.; WLIP Kenosha, Wis., and 
KCLE Cleburne, Tex. 

Opposing: WDEL Wilmington, Del.; 
WORK York, Pa., and KSRO Santa Rosa, 
Calif. 


Chief Weatherman Disclaims 
Responsibility for Inaccuracy 


Radio and tv often give inaccurate 
weather information but in such cases their 
source is not the U. S. Weather Bureau, its 
chief told a House Appropriations Sub- 
committee last week. Dr. Francis W. 
Reichelderfer made the statement after Rep. 
Prince H. Preston (D-Ga.) observed that tv 
has dramatized the weather situation with 
the public depending on the medium for its 
forecasts. 

“Much could be said” on this subject, 
Dr. Reichelderfer said. He felt there are 
too many weather programs and that an- 
nouncers “ad lib [on forecasts] a good bit.” 
The Weather Bureau chief was testifying 
on behalf of his agency’s proposed 1959 
budget. 


Adler Reverses Booster Stand; 
Seeks Withdrawal of Comments 

Adler Electronics Inc.—which only last 
December favored authorization of low- 
power vhf tv booster stations—reversed it- 
self two weeks ago and called on the FCC 
to deny adoption of rules proposing the tv 
“repeaters.” 

Ben Adler, president of the firm which 
manufactures tv translators, asked for with- 
drawal of Adler’s comments of last Dec. 12 
[GOVERNMENT, Dec. 23, 1957] which urged 
authorization of vhf tv boosters along with 
“relaxations” in proposed requirements for 
establishment and operation of the boosters. 

The FCC proposed rulemaking last sum- 
mer to authorize low-power vhf tv booster 
stations with the provision that they not in- 
terfere with the signals of licensed broad- 
cast stations [GOVERNMENT, Aug. 5, 1957]. 
A vhf tv booster is an unlicensed (and thus 
unauthorized) receiver-transmitter in a sparse 
or mountainous area which receives and re- 
transmits locally the signal of a distant vhf 
tv broadcast station on the same frequency 
as the originating station. 

Mr. Adler said last week his company 
engineering staff’s studies and those of other 
engineers indicate that “the trend in illegal 
booster activities is so appalling that unless 
checked immediately, this cancerous growth 
threatens the foundation of all tv broadcast- 
ing as a public service.” 

Adler’s findings: (1) the number of illegal 
boosters has doubled in the past six months; 
(2) many operate with transmitter powers of 


5 to 30 w or more; (3) with increases in num- 
ber, proximity to each other and power, they 
are interfering with each other, with fringe 
reception from the mother tv stations and 
with community antenna systems and l]j- 
censed uhf translators at vhf pickup points; 
(4) many booster operators appear to be un- 
willing to accept proposed FCC rules to re- 
strict power and equipment design and Ad- 
ler feels some have no intention of complying 
with any FCC restrictions. 


Rex Tv Co. Gets Ch. 10 Duluth; 
Ch. 5 Lubbock May Go To College 

The FCC last week granted Rex Televi- 
sion Co. ch. 10 in Duluth, Minn. The Com- 
mission also directed preparation of docu- 
ments which would grant the application of 
Texas Technological College for ch. 5 in 
Lubbock, Tex. A supplemental initial deci- 
sion of last April had looked toward this 
action [GOVERNMENT, April 21]. 

Among the am construction permit grants 
made by the Commission last week: 

° Plainview Radio, Plainview, Tex., to 
operate on 1050 ke with | kw, day. At the 
same time the Commission denied the ap- 
plication of Star of the Plains Broadcasting 
Co. for a new station on the same frequency 
with 250 w, day, in Slaton, Tex. An initial 
decision in the spring of 1957 had looked 
toward the grant of the Star of the Plains 
application and denial of the 
Radio bid. 

e Winter Haven Broadcasting Co., Win- 
ter Haven, Fla., to operate on 1360 ke with 
| kw, day; engineering conditions. 

e M. R. Robbins, Rocky Mount, N. C., 
to operate on 1490 ke with 250 w. 

e Loris Broadcasting Co., Loris, S. C., 
to operate on 1570 ke with | kw, day. 

Grants of construction permits for fm 
stations made by the FCC last week in- 
cluded: 

e The Moody Bible Institute, Cleveland, 
to operate a Class B fm station on 103.3 mc 
with 21.5 kw; engineering condition. 

e Richard F. Lewis Jr. Inc., Carlisle, Pa., 
to operate a Class A fm station on 101.7 mc 
with 760 w; engineering condition. 

For other FCC actions of the past week 
see For THE RECORD, page 104. 


KSTF (TV) Blocks Alliance Tv 

An initial decision which, according to 
FCC rules, would have finalized last week 
the grant of ch. 13 in Alliance, Neb., to 
Western Nebraska Television Inc. was or- 
dered held open by the FCC “pending 
further review by the Commission of recent- 
ly filed petitions in this proceeding.” 

The petitions came from ch. 10 KSTF 
(TV) Scottsbluff, Neb., which asked the 
FCC for further hearings on Western Ne- 
braska’s “character and financial qualifica- 
tions.” KSTF has pending in the U. S. 
Court of Appeals its case against the FCC 
for refusing to allow the station to be a 
party to a hearing on Western Nebraska's 
application. KSTF also had requested that 
the Commission stay its decision on ch. 13 
in Alliance pending decisions on a further 
hearing or on the case in court. 


Plainview 
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Up goes Los Angeles into the number two spot! Steadily-rising rqtail sales have made metropolitan Los 


Angeles the new number two market in the nation, up from third position last year. In the KNXT 9-county 


coverage area, retail sales have increased 621 million dollars iy a single year. Television homes and 


effective buying income have shot up, too...making a combinatipn which can send your sales zooming. 


Tell your story on KNXT, Southern California’s number one advprtising medium, reaching nearly 60% 


of all California’s people and wealth! Last year, this year—always{-KNxT tops all competition in 7-station 


Los Angeles, currently with a 29 % share of audience and a 2 


1% lead over the nearest competition. 


KNXT MARKET DATA (and % of California reached): population 8,000,300 (56.0); television homes 2,4'8,318 (53.5); retail sales $11,567,162,000 (58.3); food store 
sales $2,805,427,000 (56.5); drug store sales $379,078,000 (59.5); general merchandise sales $1,410,06%000 (61.9); effective buying income $16,971,399,000 (56.2). 


Sources: Sales Management “Survey of Buying Power,” May 10, 1958; L. A. Nielsen, January 1957 thro 


ush March 1958; Television Magazine, March 1957-March 1958. 


CBS Owned KNXT Chantel 2, Los Angeles— Represented by CBS Television Spot Sales 











Be sure to shoot in COLOR... 
You'll be glad you did 





* 


How many puffs in a station break- 


or when does sales resistance become resentment ? 


Here's another place where film comes into the picture 
... because pre-testing is easy with commercials on film— 
lets you test to your heart's content before you show them. 
Important, too — film gives you full control of time and 
station... keeps you in the driver's seat all the way. 


Use black-and-white — or color... there’s an Eastman 


Film for every purpose. 
For complete information write to: 


Motion Picture Film Department 


EASTMAN KODAK COMPANY, Rochester 4, N. Y. 














East Coast Division 
342 Madison Avenue, New York 17, N.Y. 


Midwest Division 
130 East Randolph Drive, Chicago 1, Ill. 


West Coast Division 


6706 Santa Monica Blvd., Hollywood 38, Calif. 


or 


W. J. GERMAN, Inc. 
Agents for the sale and distribution of 
Eastman Professional Motion Picture Films, 
Fort Lee, N.J.; Chicago, Ill.; Hollywood, Calif. 
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Hassle for Tv Grant Shapes Up 
Between Applicant, CATV Group 


Not all television broadcast applican#: 
shy away from battling it out with locd, 


community television systems. One suc 
instance is building up in the little norther 


New Mexico farming community of Farnq- 


ington (pop. 15,000). 
There are two applicants for ch. 12 i 
Farmington—Four Corners Broadcastin| 


Co. and Farmington Broadcasting Co. Fou: 
Corners is comprised of three local busj- 
nessmen, headed by attorney Wade Beaverg. 


Farmington Broadcasting is one-third owne 
by the local CATV company, one-third b 


KVBC Farmington, 16%4% by KIUP Du- 


rango, Colo., and 1624 % by multiple radi 


station owner Jack W. Hawkins (KVF@ 


Cortez, Colo., KIUN Pecos, Tex., an 
others). The Farmington CATV compan 


feeds Albuquerque’s three signals to sul 
scribers. The signals are brought in via m]- 


crowave cOmmon carrier relay. 


Last February the FCC sent the Farn{- 


ington Broadcasting Co. a McFarland le 


ter raising the question whether the possib}: 
grant of ch. 12 to a group including th 


community tv system might not violate th 


“spirit” of the duopoly rules. This forbids 


the ownership of more than one statio 
in the same market by a single person ¢ 
company. The Farmington Broadcastin 
group replied in April, emphasizing th 
CATV operation could not be deemed 
broadcast operation and also pointing u 
that the CATV operators owned only on 
third of the applicant and therefore coul 
not be considered in control. 

Early in May Four Corners filed a stat 
ment with the FCC, upholding the implic 
tion that a grant to Farmington Broadcastin 
would violate the duopoly rule. It also mad 
plain its belief that it could compete su 
cessfully with the local CATV system. 

Basically the Four Corners applicants fe 
that they can succeed because the rates 4 
the local antenna system are too high. Th 
local antenna system, they said, charg¢ 
$135 connection charge plus $6.12 a monf 
for service. 

They also raised the spectre of the con 
munity system originating closed-circu 
programming and selling advertising if 
broadcast license is issued to the compar 
in which it is a part owner. 


U. S. Group Heads for Moscow 


U. S. delegation to Study Group 11 (ty, 
International Radio Consultative Comm : 


tee, left last weekend for Moscow whe 
representatives of more than 40 countri 
will meet to develop and recommer 
technical standards for television in pre 


aration for the international telecommurmi 
cations conference to be held in Genevj, 


Switzerland, in 1959. Head of the U. 


delegation is Edward W. Allen Jr., FC 


chief engineer. Other members are Floren 


Dowling, State Dept., vice chairman; Jam}: 
E. Barr, FCC; Axel Jensen, Bell Labs.; C. qi. 


Mayer, RCA (London), and J. R. Popki 
Clurman, Telechrome Mfg. Corp. Amog 


the subjects to be studied are the use of ulf, 
color tv, international compatibility, tds 


' co Uw ' 





signals for networking and video recording. 
The tv group’s session is scheduled to run 
from May 28 to June 10. The full CCIR 
meeting is scheduled for next April in Los 
Angeles. 


Smathers Bill Opponents Slated 
To Resume Testimony Wednesday 


The next-to-last round in hearings on a 
bill to divorce broadcasters from owner- 
ship in BMI and/or recording companies 
will be held this Wednesday by the Com- 
munications Subcommittee of the Senate 
Commerce Committee. Hearings on the 
measure (S 2834), introduced by Sen. 
George Smathers (D-Fla.), have been held 
on-and-off since last March [GOVERNMENT, 
May 12, et seq.]. 

Witnesses this week, all in opposition to 
the bill, will include Eric Johnston, presi- 
dent of the Motion Picture Assn. of Amer- 
ica; Goddard Lieberson, Columbia Records 
president; Richard §S. Salant, CBS vice 
president; George Marek, RCA Victor Rec- 
ords vice president and general manager, 
and William K. McDaniel, NBC vice presi- 
dent. 


The hearings will conclude with rebuttal 
statements from both opponents and pro- 
ponents of the bill. Date for this testimony 
has not been scheduled but probably will 


be taken late in June or July, according to 
the subcommittee. 


Potter Announces for New Term 


Sen. Charles Potter (R-Mich.), a member 
of the Senate Commerce Committee and 
chairman of its Communication Subcommit- 
tee during the 83rd Congress, last week 
formally announced that he will seek a 
second term. Sen. Potter, the only Repub- 
lican holding a statewide elective office in 
Michigan, said that his campaign “will be 
vigorous and positive. We will preserve the 
two-party system in our state.” He will be 
opposed by Michigan’s Democratic lieuten- 
ant governor, Phillips A. Hart. 


Boese Returns as FCC Engineer 


William C. Boese, former FCC engineer- 
ing executive who has been senior staff en- 
gineer at Johns Hopkins U., Baltimore, 
since 1956, has returned to the FCC as as- 
sistant chief engineer and chief of the Tech- 
nical Research Division. Mr. Boese served 
from 1952-56 at the FCC as assistant chief 
engineer in charge of the Technical Re- 
search Division. He joined the FCC in 
1937 as a radio inspector and later became 
a member of its Washington engineering 
staff. 


WORD Sale Up for Hearing 


WORD Spartanburg, S. C., which ap- 
plied to the FCC to be sold for $136,000 to 
WMRC Inc. [CHANGING HANDs, March 24] 
has received a McFarland letter from the 
Commission. The application for transfer of 
control of the station indicates the necessity 
of hearing, said the FCC, because of pos- 
sible concentration of control and over- 
lapping of existing stations. 
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ABA CANON 35 OKAY 
BY ILLINOIS JUDGES 


@ jurists polled by student 
® Illinois newsmen get study 


Most Illinois jurists—county and circuit 
—apparently approve bans against radio-tv- 
photo coverage of court proceedings. 

At least that’s the finding based on a 
survey laid before the Illinois News Broad- 
casters Assn. during its clinic sessions at the 
U. of Illinois’ Allerton Park Conference 
Center May 10-11. Results were contained 
in a study by a University graduate student 
in journalism and communications, Gerald 
Cashman, of Bethlehem, Pa., who reported 
the findings to radio-tv newsmen. Percy 
Tannenbaum, assistant research professor at 
the University’s college of journalism and 
communications, aided with statistical anal- 
ysis. 

Mr. Cashman said the study was con- 
ducted to ascertain the possibility in Illinois 
of modifying Canon 35 of the American 
Bar Assn., which is considering revised 
wording of Canon 35 but has deferred ac- 
tion until later this year. 

Mr. Cashman’s survey, prepared under 
the supervision of Marlowe Froke, news 
director of WILL-TV Urbana, U. of Illinois 
educational station, was formulated and 
sent to 173 county and circuit judges in 
Illinois. Their views were solicited on 13 
different questions, 10 of them requiring yes 


and no answers. A total of 66 jurists re- 
sponded anonymously, with 95% contend- 
ing that radio-tv equipment is “physically 
distracting” and 100% holding such equip- 
ment was “psychologically disturbing.” 

“One striking feature of the responses... 
is the jurists’ almost unanimous regard of 
photo-radio-tv coverage as psychologically 
and physically distracting in the courtroom,” 
the study contends. 

Another feature was that “while consider- 
ing photo-radio-tv reporting techniques dis- 
tracting, a small (but yet surprising) per- 
centage of the respondents indicated a need 
for an informed public by saying they would 
permit such coverage techniques,” Mr. 
Cashman found. 


Without regard to jurists’ exposure to 
demonstrations, the study found that 31% 
would permit tape recordings of proceed- 
ings; 11% would permit live radio-tv cov- 
erage of court cases, and 48% would grant 
live coverage in adjoining corridors. (Some 
jurists did not respond on certain questions.) 

A second part of the survey was catego- 
rized by jurists who had been exposed to 
demonstrations or discussions of radio-tv 
courtroom coverage, exposed to both, or ex- 
posed to neither. Among judges exposed to 
either or both, 100% considered such equip- 
ment as “distracting” and “disturbing.” Mr. 
Cashman held the fact that respondents ex- 
posed to both were “more agreeable” to 
live radio-tv coverage in corridors outside 
courtrooms was most significant. 





Proposal to Place Excise Tax 
On Co-op Advertising Assailed 


Two Southern California organizations 
have written their congressmen in protest 
of an Internal Revenue proposal which 
would place an excise tax on cooperative 
advertising. 

In letters to the two California senators 
and congressmen from its area, the South- 
ern California Broadcasters Assn. said the 
co-op plan is a “great boon for the local 
retailer.” Such a ruling would greatly con- 
strict his ability to advertise—necessary to 
continue the present level of economy—the 
letter said. 

The Hollywood Advertising Club, in writ- 
ing to Rep. Joe Holt (R-Calif.), said the 
tax would be a blow against “free speech 
and free press.” In many instances, from 
30-50% of a radio station’s revenue comes 
from advertising for which the costs are 
shared by manufacturer and retailer, the 
club stated. “Tax it, and not only are re- 
tailers and media hurt but the public itself 
is less well informed than it is now,” the 
Ad Club letter concluded. 


FCC Denies WDAM-TV Move 


The FCC last week denied rule-making 
proposed by WDAM-TV Hattiesburg, Miss., 
to move its ch. 9 assignment to the larger 
city of Baton Rouge, La., and delete its 
commonly-owned ch. 28 (WAFB-TV) at 
Baton Rouge, WDAM-TV, controlled by 
WDSU-TV (which also controls WAFB-TV) 
New Orleans, also sought approval of an 
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agreement with WTLM (TV), permittee of 
ch. 7 in Laurel, Miss. (about 30 miles from 
Hattiesburg), for WILM to operate from 
the present site of WDAM-TV after the pro- 
posed change. 


CATV Firm Seeking Relay System 


Potomac Valley Telecasting Corp., Cum- 
berland, Md., has asked the FCC to author- 
ize a $62,877 tv microwave relay. system 
for its community antenna tv system to 
bring in the signals of the four Washington, 
D. C., tv stations—WRC-TV, WTTG (TV), 
WMAL-TV and WTOP-TV—to Cumber- 
land. The relay would be located on Mount 
Cacapon, W. Va., and the terminal point 
would be Irons Mountain, near Cumber- 
land. The CATV system already carries the 
programs of the four tv stations. 


Bulb Firm Ads Forbidden by FTC 


Michigan Bulb Co., Grand Rapids, Mich., 
has been forbidden by the Federal Trade 
Commission to misrepresent the types and 
quality of its nursery stock and merchandise 
guarantee, as the FTC contends it has in 
the past on radio, in newspapers, maga- 
zines and other media. The order adopts 
an earlier initial decision by an examiner 
[GOVERNMENT, Oct. 28, 1957]. Named are 
Gerald C. Forrest and Louis Lang with their 
partnership, the Holland Bulb Co. Michigan 
Bulb does more than $1 million business 
annually, the FTC said, and also trades as 
Dutch Bulb Importers, Rapid Specialties 
Co. and Flower of the Month. 


Three Claims Settled 
In FTC Monitor Cases 


The Federal Trade Commission has closed 
the file on the first three complaints de- 
veloped by the radio-tv monitoring unit— 
those against three muscle-rub compounds 
—with consent orders announced last week. 

Omega Chemical Co. (Omega oil), 
Mentholatum Co. (Mentholatum Deep Heat 
rub) and American Home Products Corp. 
(Whitehall Infra Rub and Heet) signed the 
agreements not to claim they offer an ef- 
fective treatment for arthritis, rheumatism 
and related diseases. 

The original FTC complaints [AT Deap- 
LINE, April 1, 1957, et seq.} challenged 
radio commercials and newspaper advertis- 
ing of all three firms and network television 
advertising of Mentholatum and Whitehall 
Pharmacal Co. (subsequently made a divi- 
sion of American Home Products Corp.) 

Other claims the advertisers have agreed 
not to make: that they penetrate below the 
skin, that the products relieve pain for any 
specific number of hours or that they pro- 
vide a new or more extensive type of relief 
than competing products. Although the 
orders forbid saying the preparations pene- 
trate below the skin or have a substantial 
direct effect on body structures underlying 
the area of application, claims that they 
temporarily relieve minor aches and pains in 
the underlying structures are permitted. 

The consent orders are for settlement 


purposes and are not admissions of viola- 
tions. 


Program Logging Requirements 
Due to be Changed by FCC 


Major changes in program information 
will be included in a rule-making notice 
due to be issued by the FCC in the next 
week or two proposing a revision of the 
Commission’s license renewal forms. 

Recognizing current practices in radio 
and tv, the Commission will suggest the fol- 
lowing, among other changes: 

e Program listings for radio will be re- 
quired only from 6 a.m. to 6 p.m. 

¢ Program listings for tv will be required 
only from 6 p.m. to 11 p.m. 

e Program segment is reduced from 142 
minutes to 14 minutes. This will permit a 
program to be classified as sustaining when 
it is essentially non-commercial, even though 
a one-minute spot follows the program. 

¢ Promotion advertising will not be 
counted as commercial if the station does 
not charge for it. 

Request to change the format of license 
renewal forms was instituted more than a 
year ago and was taken up by the Broad- 
casters Advisory Committee and the Budget 
Bureau’s Office of Statistical Reports. The 
broadcasters’ committee submitted _pro- 
posed revisions to the FCC late last year. 


Appeals Court Backs Ch. 9 Grant 
The FCC’s 1957 grant of ch. 9 Orlando, 
Fl:., to WLOF-TV was upheld by the U. S. 
Court of Appeals last week. The court in 
an unsigned opinion found no basis for re- 
versing the FCC’s grant. The grant was ap- 
pealed by losing applicant WORZ Inc. 
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Appeals Court Hears 
St. Louis Ch. 11 Case 


The U. S. Appeals Court for the District 
of Columbia was asked last week by St. 
Louis Amusement Co., a former competing 
applicant for ch. 11 in St. Louis, to declare 
the ch. 11 construction permit vacant and 
return it to the FCC for new applications. 
But the FCC, answering this argument, told 
the court that St. Louis Amusement has no 
standing in the case because it had already 
“scratched in a five-horse race” for ch. 11. 


The arguments were the latest in a series 
of developments in the ch. 11 case which 
began in 1953. The case resulted in the 
award of ch. 11 to CBS Inc. in March 1957. 
CBS, however, instead of building a ch. 11 
facility, bought KWK-TV St. Louis (ch. 4) 
later that year for $4 million and turned 
over the ch. 11 construction permit to 220 
Television Inc., one of three remaining ap- 
plicants for ch. 11. 


St. Louis Amusement had withdrawn as 
an applicant for ch. 11 before award of the 
grant to CBS after concluding that it had 
no chance of winning against CBS Inc., 
which it considered head and shoulders 
above the three other applicants—220 Tv 
Inc., St. Louis Telecast Inc. and Broadcast 
House—in qualifications. 

St. Louis Telecast and Broadcast House 
agreed to assignment of ch. 11 to 220 Tv in 
exchange for payment of $200,000 each by 
220 Tv or one-third interest each in the 
ch. 11 facility. In the meantime, the FCC 
authorized CBS to consummate its purchase 
and operate ch. 4 (now KMOX-TV), at the 


same time, putting ch. 11 on ice until som 
time within 60 days after the ch. 11 cou 
proceeding is finally resolved [GOVERN 
MENT, March 3.] 

St. Louis Amusement charged that aft 
the ch. 11 grant to CBS in March 195 
CBS then began negotiations to “rearran$ 
almost all” the television setup in St. Lou 
by purchasing the more desirable ch. 
(KWK-TV) and making a “gift” of ch. 1 
to 220 Television Inc. instead of returnit 
the permit. to the FCC. Such a “rearran 
ment,” St. Louis Amusement Co. suggeste 
should be the function of the FCC, not 
CBS. 

The firm withdrew from the FCC prp- 
ceedings on ch. 11, St. Louis Amuseme 
said, because it felt competition for tI 
facility with the FCC would have bet 
fruitless: “We did not engage in a futilj 
and waste our money,” the firm said, ad 
ing that the “only thing that can be - 
against us is that we were not fools.” 

The FCC told the court that St. Louis 
Amusement “has no right” to be before the 
court and is “no way interested” in the 
case now that it has withdrawn its appliqh- 
tion. At one time St. Louis Amusement hjd 
the same rights as the other applicants, the 
Commission said, but in a five-horse rafe 
for the facility decided to “scratch.” The 
FCC now has only one thing to decidej— 
whether the transferee or assignee of {: 
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construction permit is qualified to operd: 
in the public interest by FCC standar 
they added. 


Judge Henry W. Edgerton presided fit 
the Monday session with Judges Warren 
Burger and Wilbur K. Miller. 


” @ 





Wired Music Vs. Copyrights 
Clarified by Pa. Court 


Precedent ruling clarifying the music 
copyright situation in the wired music field 
was made last week by Judge John W. Lord 
Jr., U. S. District Court for the eastern dis- 
trict of Pennsylvania. Judge Lord ruled 
for the first time that a wired music operator 
was “performing publicly for profit”. within 
the meaning of the copyright law by send- 
ing music from its studio over leased tele- 
phone lines to customers. 

The court also held the customer of the 
wired music service liable as a copyright 
infringer. 

Three publisher members of American 
Society of Composers, Authors & Publish- 
ers were awarded judgment in the case. 
Plaintiffs Leo Feist Inc., De Sylva, Brown 
& Henderson Inc., and Williamson Music 
Inc. were awarded judgment for $1,000 
plus court costs and attorney’s fees, against 
Muse-Art Corp., a Philadelphia wired music 
Operator, and its subscriber, the Lew Tend- 


ler Tavern Inc., operator of Lew Tendler’s 
restaurant. 


House Unit Split on Sports Bill 


The House Judiciary Committee was di- 
vided Thursday over a bill (HR 10378) de- 
signed to exempt most phases of profes- 
sional baseball, football, basketball and 
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hockey from antitrust regulation. A_ Ip}- 
man minority of the 32-man committe 
broke with Chairman Emanuel Celler ()- 
N. Y.) over language in the bill. At isshie 
were the words “reasonably necessary” }n 
the bill. Organized baseball proponeifts 
argue this language would encourage lar}e 
numbers of lawsuits testing the baseb}l 
reserve clause binding a player to one teaga. 
The exemptions would free broadcastihig 
rights from antitrust control. 


IRS Rules Surplus Ad Funds 
May be Subject to Federal Tax 


Funds left over from the advertisifig 
budget of an incorporated, non-profit ora 
ization of area dealers in cars or other 
goods are subject to federal taxes, if the ¢r- 
ganization is authorized to spend the monby 
for purposes other than advertising, the J1- 
ternal Revenue Service has ruled. 

The ruling, published by the IRS last 
week, was made in answer to a questipn 
by an area automobile dealers’ group. |{n 
its answer, IRS distinguishes between [in 
organization using funds solely for advér- 
tising and one which may use money fr 
other purposes. Funds of the former dre 
not treated as income, whereas the latfer 
must pay tax on any surplus at the end }of 
the year. Dealers may deduct contributiqas 
as business expenses, the IRS added. 





Appeals Court to FCC: 
‘Ch. 10’s All Yours’ 


The U. S. Court of Appeals told the FCC 
last week that the federal agency has full 
command of the controversial Miami ch. 10 
case. 


The court’s action was taken in a re- 
sponse to a request for clarification of its 
remand order by the FCC last month 
[GOVERNMENT, April 28]. The court re- 
manded the case to the FCC early in April 
for further hearings to determine whether 
(1) former Comr. Richard A. Mack should 
not have voted in the contentious case, and 
(2) whether any applicants improperly at- 
tempted to influence any of the commis- 
sioners. 


The FCC can not only make findings 
based on the evidence it hears in a new 
hearing, the court said, but can affirm the 
original grant (to National Airlines’ sub- 
sidiary Public Service Television Inc.), re- 
verse it, or make a new grant. 


Actually the court denied the FCC’s re- 
quest for clarification, but stated that the 
Commission’s understanding of its position, 
as specified in the clarification petition, was 
correct. The FCC asked whether it was 
under a court command to act as an agent 
of the court in the role of “special master” 
or whether it retained its authority to de- 
cide the case. It assumed that it maintained 
its regulatory authority, the Commission 
said. 

The FCC granted the Florida vhf channel 
to what is now WPST-TV Miami in 1957. 
WKAT Inc. (A. Frank Katzentine) chal- 
lenged the grant in the appeals court. Also 
appealing was Eastern Air Lines Inc., which 
sought to intervene in the comparative FCC 
hearing. 

Following the disclosures of pressures 
brought by various applicants in the case— 
which became public during the hearings 
before the House Legislative Oversight 
Committee and which resulted in the 
resignation of Comr. Mack—the Commis- 
sion asked the court to remand the case so 
it could look into the charges. 

The court’s remand included instructions 
for the Commission to report back on what 
it is doing in six weeks and also to inform 
the attorney general of the U. S. so that 
the Dept. of Justice may participate if it 
wishes. 

Besides WKAT, other losing applicants 
were North Dade Video Inc. and L. B. 
Wilson Inc. 


Marinette Sale to Get Airing 


The FCC last week refused to postpone 
the March 19 effective date of the sale of 
WMAM and WMBV-TV (ch. 11) Mari- 
nette, Wis., by William Walker and others 
to the Morgan Murphy interests, Norman 
M. Postles and Walter C. Bridges, but or- 
dered a hearing on the sale based on protests 
and petitions by WFRV-TV (ch. 5) and 
WBAY-TYV, both Green Bay, Wis. FCC ap- 
proval of the sale [CHANGING Hanns, 
March 24] had been protested by the two 
on charges of “economic leverage” by the 
new owners [GOVERNMENT, April 28]. 
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Am Personality Plan Replaces 
Outlawed Storecast Fm Service 


The FCC’s May 1 deadline against use 
of supersonic signals in fm background 
music programming put Storecast System 
out of the in-store commercial business, 
but the package-services firm already had 
learned that its subsidiary in-store merchan- 
dising service had become the tail which 
wagged the dog. 

Storecast started as a service to sell in- 
store commercials via fm stations’ back- 
ground music programming, using the su- 
personic signal to trigger supermarket re- 
ceivers and put the right product spot in the 
right store. But advertisers later came to 
prefer merchandising aids as the primary 
service they desired with the in-store com- 
mercial becoming the “extra,” a Storecast 
representative said last week. 

With the in-store fm commercial finally 
knocked out by the Commission’s often 
delayed deadline on fm multiplexing, Store- 
cast now is substituting a tie-in with am 
stations whereby am station personalities 
will appear at supermarkets to boost “Stars 
of the Store” products displayed there and 
on their respective programs to boost 
Storecast’s new “Stars of the Store” concept, 
but not necessarily specific products. This 
gives Storecast’s 230 sponsors (700 prod- 
ucts represented) another promotion fea- 
ture and it gives the participating stations 
a store-merchandising plan to offer their 
regular advertisers. 

Stanley Joseloff, Storecast Corp. of 
America president, said the new Storecast 
system concept is called “Merchantising” 
and will begin with almost 500 supermarkets 
of the Acme Markets American Stores Co., 
First National Stores and National Tea Co. 
chains and will be made available to all 
retail grocery outlets within the cooperating 





stations’ primary area: Stations joining in the | 


project initially are WCFL Chicago, WICC | 


Bridgeport, Conn., WCAU Philadelphia and 
WHAY New Britain, Conn. 


New C-C Tv Network Plan 
Being Offered by GiantView 


GiantView Network, a division of Meilink 
Steel Safe Co., Toledo, Ohio, has announced 


a closed-circuit tv network plan which it | 


claims will save 10-20% on overall net- 
work costs. 

The network plan is a franchise arrange- 
ment with dealers in major markets who 
own or lease a Meilink tv projector (made 
by Tela Electronics, a division of Meilink). 
The company reports that this eliminates 
two of the big cost problems—transporta- 
tion of equipment and the hiring of local 
service crews to install and operate the pro- 
jectors. The local dealers service their own 
equipment. 

Another advantage to the plan, says 
GiantView, is that “with locally available 
projectors networks can be set up on short 
notice and the danger of an equipment fail- 
ure before or during a meeting because of 
damage in transit is minimized.” 
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DuMont Revenue Gains; 
Name Change Approved 


DuMont Broadcasting Corp. last week 
reported that its financial upturn [STATIONS, 
April 14] is continuing with increased reve- 
nues and income for the 13-week period 
ended March 29. Also, stockholders ap- 
proved a change in corporate name to the 
Metropolitan Broadcasting Corp. Manage- 
ment had wanted the new name “as being 
more descriptive of the corporation’s ac- 
tivities in owning and operating broadcast- 
ing stations in metropolitan centers.” 

Metropolitan Broadcasting owns and op- 
erates WABD (TV) and WNEW New 
York; WITG (TV) Washington, and WHK 
Cleveland. The name change was desired 
also to eliminate an apparent confusion 
with Allen B. DuMont Labs. (DuMont 
Broadcasting was created Sept. 12, 1955, 


| to take over the broadcasting facilities of 


Allen B. DuMont Labs after the liquidation 
of the former DuMont Network. In De- 
cember of that year, it was separated com- 
pletely from its former parent company). 

Also last week, Metropolitan Broadcast- 
ing announced the appointment of a new 
general manager for its WHK (purchased 
for $700,000 from Forest City Publishing 
Co. in late February). He is Henry W. (Bud) 
Simmen. Mr. Simmen, account executive 
at Metropolitan-owned WNEW for the past 
three years, takes over on June 1. 





Gross revenues for the 13 weeks totaled 
$3,363,469, or $1,822,430 more than for 
the same period in 1957. Net income before 
depreciation and amortization was $461,542 
and $56,021 after. The latter figure com- 
pares with a net loss of $70,656 after depre- 
ciation and amortization for the 13-week 
period last year. Because of a tax loss car- 
ried forward, Metropolitan does not have to 
provide for federal income taxes. 

Last year, the firm chopped off $243,460 
from its tax loss carried forward from 1956 
(at the end of 1957, there was an over $1.3 
million loss remaining to be applied against 
profitable operations this year and in future 
years). 

A change in the board of directors: 
David Mahoney, president, Good Humor 
Corp., replaces Dr. Allen B. DuMont. Of- 
ficers were re-elected except for Paul Rai- 
bourn, Paramount Pictures’ vice president, 
who was succeeded by Richard Geismar, 
formerly secretary, as treasurer. Mr. Rai- 
bourn continues as a member of the board, 


President Eisenhower to Attend 
Dedication of WRC-AM-TV Plant 


President Eisenhower is scheduled to 
dedicate the new NBC Washington plant 
next Thursday. An NBC coast-to-coast 
simulcast will carry the ceremonies, 2:30-3 
p.m. EDT. It is described by the network 
as the first time a President has appeared on 
live color from the nation’s capital. 

Robert W. Sarnoff, NBC presi ient, will 





News directors of the radio and televi- 
sion stations of Time Inc.’s TLF Broad- 
casters held a four-day meeting in New 
York and Washington last week to dis- 
cuss common problems and exchange 
ideas for improving news coverage. 

In New York they also sat in on Time 
and Life story conferences and conferred 
with editorial executives. On Friday, 
third day of the meeting, they moved to 
Washington to tour Time-Life’s bureau 
there and discuss Washington news cov- 
erage with staff correspondents. They 
had a luncheon with congressmen from 
their respective station areas and were 
guests at a reception attended by sen- 
ators and cabinet rank officials. 

Weston C. Pullen Jr., Time Inc. vice 
president for broadcasting, called the 
meeting “an important step in our radio- 
television program to increase the scope 








TLF NEWSMEN AT HEADQUARTERS 


and improve the coverage of news in 
depth at both the local and national 
level.” 

Above, Garry Osborne (1) briefs the 
group on teletype facilities of Time- 
Life’s central wire room, which handles 
a million words of copy each week. Con- 
tinuing (1 to r) the group includes Bill 
Roberts, head of TLF’s radio-tv desk in 
Washington; Jack White, KDYL-KTVT 
(TV) Salt Lake City; Sheldon Peterson, 
WTCN-AM-TV Minneapolis; Dick Chev- | 
erton, WOOD-AM-TV Grand Rapids; | 
Jim Bennett, KLZ-AM-TV Denver, who 
accepted his Sigma Delta Chi award for 
distinguished service in journalism (tv 
reporting) at the SDX awards dinner in 
New York Thursday night; E. Gilbert 
Forbes, WFBM Indianapolis, and George 
Morrison, WFBM-TV Indianapolis. 


| 
| 
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ERNEST B. VORDERMARK, Chief Engineer, WMBR-AM, FM, TV, Jacksonville, Fla., SAY$: 


“Picture quality comes first with WMBR-1 


That's why we use G-E camera tubes!” 





5 oe nine years we’ve served Jacksonville and nearby areas with top- 
flight television. We’ve built up a critical and exacting audience 
our viewers want ever-better programs and picture quality. 


“In order to provide superior TV, we equip our studios, mobile 
unit, and transmitter with the finest components money can buy. It was 
this policy which led us to install General Electric Broadcast-Designed 
camera tubes, like the one I’m pointing to in the illustration. 


“These tubes do a fine job for us. Their resolution is sharp, wit 
good contrast and ‘gray scale’—advantages which carry right throug 
to owners’ screens. Image burn-in is at a minimum. We get full dollar 
value in terms of long tube life. 


“WMBR-TV can recommend General Electric camera tubes in ever 
way, based on experience with them under all telecasting conditions!’ 


* * * 


Your nearby G-E tube distributor has Broadcast-Designed camera 
tubes—gives fast service. Phone him! Distributor Sales, Electronic 


Components Division, General Electric Company, Owensboro, Kentucky. 
996 FEET HIGH, WMBR-TV’s lofty 
Channel 4 antenna stands close to 
- the population center of Jackson- 
Progress ls Our Most /mp ortant Pr oduct ville. Consequently, television re- 
ception is unsurpassed throughout 


G § J £ R A L FE LE C T x j C the north-Florida metropolis, and 
for many miles around. 


11-12-302 











STATIONS continued 











in the Purdue Building. 


introduce the President and throw a switch 
converting the telecast from black-and-white 
to color. 


Appearing on the speaker’s platform with 
the President and Mr. Sarnoff will be Brig. 
Gen. David Sarnoff, RCA board chairman; 
John L. Burns, RCA president; Carleton 
D. Smith, NBC vice president-general man- 
ager for WRC-AM-TV Washington, and 
government officials. 


The President is to tour the $4 million 
broadcasting center before the ceremonies. 
The plant is described as the first one 
designed and built from the ground up for 
color telecasts. It is located on a seven-acre 
site at 4001 Nebraska Ave., N.W., about 
three miles from downtown Washington. 

Vice President Richard M. Nixon in- 
stalled the cornerstone of the new facility 
a year ago in ceremonies telecast on the 
NBC-TV Today program. 


Frank Bremer to Be Consultant 


Frank V. Bremer, vice president of 
Bremer Broadcasting Corp., which operated 
WAAT-AM-FM and WATV (TV) Newark, 

, N. J., resigned that 
position this month 
when National Tele- 
vision Assoc. took 
over the stations and 
changed call letters 
to WNTA-AM-FM- 
TV. He will act as a 
consultant for Na- 
tional Television 
Assoc., Marine En- 
terprises and Multi- 

a2 plex Research, Inc. 
MR. BREMER The Bremer 
Broadcasting Corp. was formed in 1926 
with Mr. Bremer as president, operating 
WAAT; WAAT-FM was added in 1947, 
and WATV (TV) in 1948. 

Mr. Bremer has been in radio for 48 
years, starting as an amateur operator of 
FB in Jersey City in 1910. In 1919 he op- 
erated as amateur 2-1A and began his first 
commercial broadcast under this call letter 
from the Jersey Journal in 1921. 
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BEFORE the year is out, WKJG-AM-TV Fort Wayne, Ind., will move into a 
new plant now being built (model shown) at 2633 W. State Blvd. Edward G. Thoms, 
general manager and vice president of WKJG Inc., announced last week that work 
had started on the quarter-million-dollar plant. 

Situated on a 22-acre plot, the new building will have 15,000 square feet of floor | 
space. The WKJG stations expect to occupy the building by fall; at present they are 


D.J. Freed Surrenders 
In Boston ‘Riot’ Case 


The case of Boston vs. disc jockey Alan 
Freed [STATIONS, May 12] entered round 
two last week as the ex-WINS New York 
rock-and-roll personality surrendered to 
Suffolk County (Mass.) authorities on Fri- 
day to be arraigned on two charges. In- 
dicted a fortnight ago on a charge of 
inciting to riot under a commonwealth 
“anti-anarchy law,” Mr. Freed last Wednes- 
day was indicted a second time for “causing 
a riot in which persons suffered bodily 
harm.” Like the “anti-anarchy law,” this 


_ancient statute also dates back to the early 


colonial days of British jurisprudence. Both 
charges stem from the May 3 teen-age 
imbroglio following a Boston Arena R&R 
“concert” in which 15 persons were beaten, 
robbed or stabbed. 

Mr. Freed’s surrender was demanded 
Wednesday by Boston District Attorney 
Garrett H. Byrne of Paul T. Smith, a 
Boston criminal lawyer retained for the 
case by Mr. Freed’s personal counsel in 
New York, M. Warren Troob. 

Meanwhile, in New York Thursday, 
WINS officials indicated that Mr. Freed’s 
sudden resignation May 9 [AT DEADLINE, 
May 12] was the result of a “misunderstand- 
ing,” and that WINS would “not be ad- 
verse” to rehiring Mr. Freed. Said WINS 
President Elroy McCaw, “We are sort of 
keeping an open mind about all this.” 
He said that the outcome of Mr. Freed’s 
legal conflict with the Commonwealth of 
Massachusetts would have no bearing on 
the issue of reemployment. It was learned 
that Mr. Freed tendered his resignation 
because he feared WINS would discharge 
him after the Boston fracas hit the nation’s 
headlines. “We had no such intention,” 
asserted WINS. 


Regional Rep Firm Reorganized 


Vivian H. Bulmer and Ella May John- 
son, who founded the “first regional radio 
and television representative organization 
in the upper Midwest,” Bulmer and John- 
son Inc. in Minneapolis, have announced 


they will cease their activities as of the 
first of next month to “concentrate on their 
personal interests.” It was announced at 
the same time that plans have been com- 
pleted for a new-organization comprised 
of some of the firm’s clients to service “the 
majority of the stations formerly represented 
by Bulmer and Johnson Inc.” The new 
organization, Wayne-Evans & Assoc., will 
be managed by Bud Sitt, with Pat Clements, 
longtime Bulmer and Johnson executive, 
as an associate. 


Charlie Peace, 54, Dies; Was 
Carolinas Broadcaster-Publisher 


Charlie Peace, 54, broadcast and news- 
paper executive in Greenville, S. C., died 
Thursday at a Greenville hospital. He had 
been in ill health for a year. Funeral sery- 
ices were held Friday morning in Greenville. 


Mr. Peace was vice president and general 
manager of Greenville News Piedmont Co., 
publishing Greenville News and Piedmont, 
and 48% stockholder in WMRC Inc., op- 
erating WFBC-AM-TV Greenville. He was 
president and a director of WMRC Inc. 
and of Asheville, N. C., Citizen-Times Pub- 
lishing Co., publishing the Asheville papers 
and operating WWNC Asheville. The 
Greenville interests have an application 
pending for purchase of WORD Spartan- 
burg, S. C. 

Active in civic affairs, Mr. Peace was 
widely known in the South. He held promi- 
nent posts in community organizations. 
Despite declining health he had been work- 
ing at his office in Greenville. 

Surviving are his wife and a daughter. 


Hoberman to WABC from Detroit, 
Taking Over as General Manager 


Ben Hoberman, a sales executive at 
WXYZ-TV Detroit, has been appointed gen- 
eral manager of WABC New York, accord- 
ing to Leonard H. 
Goldenson, president 
of American Broad- 
casting - Paramount 
Theatres Inc. Both 
stations are owned 
and operated by the 
ABC division of AB- 
PT. 

The move, linked 
to the recent ap- 
pointment to ABC 
executive vice presi- 
dency of James G. 
Riddell, president and general manager of 
WXYZ-AM-TV, was preceded last week 
with the resignation of Stewart Barthelmess, 
incumbent general manager of WABC. Mr. 
Barthelmess indicated he will “shortly” an- 
nounce future plans. 


Mr. Hoberman joined WXYZ in 1950 
after having served as assistant manager of 
WELI New Haven and general manager of 
WDET Detroit. During World War II, Mr. 
Hoberman was in charge of the French 
operations of the American Forces Network 
(AFRS). 





MR. HOBERMAN 
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Storer First Quarter Report 
Shows Decline in Earnings 

Storer Broadcasting Co., Miami Beach, 
Fla., has reported first quarter earnings of 
$751,203 after taxes, compared with $1,- 
286,445 for the same period last year. Per- 


share earnings respectively were 30.4 cents | 


and 51.9 cents. 


The decline is attributed principally to | 


operation of WVUE (TV) Wilmington, 


Del., the company’s most recent acquisition. | 
WIBG Philadelphia, acquired at the same | 


time as WVUE, however, reported reve- 
nues exceeding any other Storer radio sta- 
tion, the statement said. 


Earnings of the Storer stations owned for | 


both years or longer showed a slight increase 
this quarter over the first quarter of 1957, 


it was pointed out. These are WGBS Mi- | 


ami, WSPD-AM-TV Toledo, WJW-AM-TV | 
Cleveland, WJBK-AM-TV Detroit, WAGA- | 


AM-TV Atlanta 
W. Va. 


Christal Names Sales Managers 


and WWVA Wheeling, | 


The appointment of Thomas C. Harrison | 


as sales manager and the promotion of Phil- 
bin S. Flanagan to eastern sales manager 
are being announced today (Monday) by 
Henry I. Christal Co., 





MR. HARRISON 


MR. FLANAGAN 


sentative. Messrs. Harrison and Flanagan 
will make their headquarters in New York. 

Mr. Harrison, widely known in broad- 
casting, was vice president in charge of 
sales for ABC Radio until a few weeks ago. 
Mr. Flanagan has been with the Christal 
Co.’s New York staff since 1952. 


Tele-Broadcasters to Name Another 


A new underwriter will be named in the 
near future to handle the 40,000-share 
offering by Tele-Broadcasters Inc., H. Scott 
Killgore, president of the multiple station 
company, announced last week. Sinclair 
Securities Corp., the underwriter named in 
the report submitted to SEC, has been dis- 
missed, Mr. Killgore said. The stock will be 
offered at $3.25 per share (par value 5¢), 


radio station repre- | 


subject to non-registration authorization by | 


the Securities & Exchange Commission 
(Stations, May 12]. Tele-Broadcasters owns 
Stations including WPOW New York, N. Y. 


Wisconsin Fm Clinic Starts Friday 


The Wisconsin Fm Clinic opens Friday 
on the U. of Wisconsin campus in Madison. 
Fm station operators, equipment manu- 
facturers, advertising agency representatives 
and radio dealers will be present at the 
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day’s discussions on fm trends, hi-fi broad- 
casting, programming, multiplexing, dealer 
and audience promotions and agency re- 
lationships. Harold A. Engel of WHA-FM 
Madison is in charge of local arrangements. 


WHBF-TV Signal Going Out 
From New 1,000-Ft. Tower 


WHBF-TV Rock Island, Ill., was sched- 
uled to switch to new top-power transmit- 
ting equipment and a maximum-height 
antenna yesterday (Sunday), it was an- 
nounced by Ben H. Potter, president of 
WHBF-AM-FM-TV, and Les Johnson, vice 





ORIGINATION 
tower signal of WHBF-TV Rock Island, 
Ill., is the remodeled Telco Building down- 
town, done over inside and out for radio 


point for the new tall- 


and tv studios. The new tv tower rises 
1,000 feet above high terrain near Orion, IIl. 


president and general manager. The new tv 
transmitter and 1,000-ft. tower were put up 
at a cost of a half-million dollars. 

In addition, the Telco Building, home of 
the Rock Island studios, has been remod- 
eled inside and out. 

WHBF-TV figures its coverage gain at 
88% with the new transmitter and tower, 
reaching a total of 449,000 tv homes in a 
15,000-sq.mi. area in Western Illinois and 
Eastern Iowa. It has been operating at top 
power, 100 kw on ch. 4, since 1954. 

The RCA color-monochrome transmitter 


ieee 


is located near Orion, Ill., on one of the 
highest points in the Rock Island area. 
WHBF-TV’s old 500-ft. tower and trans- 
mitter in downtown Rock Island are being 
maintained on a standby basis. 

To promote its new coverage, WHBF-TV 
organized the 1,000 Foot Club. Viewers were 
asked to join by sending post cards describ- 


CHANGING HANDS 


The following sales of 
ANNOUNCED station interests were 
announced last week. All are subject to 
FCC approval. 


KULA HONOLULU, HAWAII e Sold to 
Jack Burnett by his former partners in the 
station, Arthur B. Hogan, Richard C. 
Simonton and Albert Zugsmith. The price 
was in the neighborhood of $150,000. 
Mr. Burnett has been general man- 
ager of KULA since 1947, of KULA-TV 
since it began operation in 1954. KULA- 
TV was sold to Henry J. Kaiser for approxi- 
mately $685,000 a few days ago [CHANG- 
ING Hanps, May 12]. KULA operates on 
690 ke with 10 kw and is affiliated with 
ABC. 


KGEE BAKERSFIELD, CALIF. ¢ Sold 
to tv star Danny Thomas by C. Dexter Hay- 
mond for sum reportedly in excess of 
$175,000. Of the stock in the station, 90% 
goes to Mr. Thomas’ Marterto Produc- 
tions, and 10% to Eli Parker, the come- 
dian’s business manager. Mr. Haymond will 
continue as general manager of KGEE. 
KGEE operates on 1230 ke with 250 w. 


WAAN MARLBORO, MASS. e« Sold to 
WGLO Inc., Lew Sargent president, by 
Clernew Broadcasting Corp., Arthur New- 
comb president, for $17,000. Haskell 
Bloomberg handled the sale. The station 
will operate on 1470 ke with 1 kw, day. 


The following transfers of 
APPROVED station interests were ap- 
proved by the FCC last week. For other 
broadcast actions see FOR THE RECORD, page 
104. 


KWK ST. LOUIS, MO. ¢ Sold by Robert 
T. Convey, St. Louis Globe-Democrat, El- 
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ing reception in their neighborhoods, The 
cards are being microfilmed and sealed in 
a metal box on top of the tower to be 
opened far in the future. 


WHBF-TV, a CBS-TV affiliate, will be 


eight years old in July. WHBF Radio cele. 
brated its 33rd anniversary last February, 


TRACK RECORD ON STATION SALES, APPROVAIS 
SSR eons 





zey Roberts, KSTP Inc. and others to KWK 
Radio Inc. for over $1 million. 

KWK Radio Inc. is owned 74% by 
WEMP Milwaukee, and 26% by Mr, 
Convey. 

WEMP is 25% owned by Andrew M, 
Spheeris, 20% by Hugh K. Boice Jr., 20% 
by John C. Gagliano, 6% by Mrs. Robert 
A. LaFollette, and the balance by WEMP 
employes. Mr. Convey stated that he has 
offered other KWK Inc. stockholders the 
opportunity to purchase from him a pro- 
rata share of his stock in the buying com- 
pany. 

KWK was established in 1927 and oper- 
ates on 1380 ke with 5 kw. 


WTWO (TV) BANGOR, ME. @ Sold to 
WLBZ Television Inc. by Murray Car- 
penter and Assoc. for $600,000. Adeline 
B. Rines, president of WLBZ Television 
Inc., is majority stockholder of WRDO 
Augusta, WLBZ Bangor and, as trustee, 
WCSH-AM-TV_ Portland, all Maine. 
WTWO is on ch. 2 and is affiliated with 
CBS. 


WKXP-TV LEXINGTON, KY. ¢ Sold by 
Frederick Gregg Jr., Charles H. Wright and 


ee — ene | 
NEW CONTEST 


Immediately after the FCC ap- 
proved the $1,025,000 sale of KWK 
St. Louis by KWK Itc. to KWK Ra- 
dio Inc. which is principally owned 
by WEMP Milwaukee (see CHANG- 
ING HANDS, above), 220  Televi- 
sion Inc., holder of ch. 11 in St. 
Louis, filed a complaint in the state 
circuit court of St. Louis. 220 Tv 
Inc. claims it has right of first refusal 
in the purchase of the 5 kw independ- 
ent on 1380 ke and that it was not 
given the opportunity to exercise this 
agreement. The St. Louis ch. 11 grant | 
was turned over to 220 Television Inc. 
by CBS after the network bought | 
ch. 4 KWK-TV St. Louis (now | 
KMOX-TV) for $4 million and gave | 
its cp to the losing applicants. The | 
other two losers in the four-cornered | 
ch. 11 ‘comparative hearing, St. Louis | 
Telecast Inc. and Broadcast House, 
have $200,000 debentures in 220 Tv 
Inc., which can be converted, under | 
certain circumstances, into one-third | 
ownership. This transfer is now in | 
litigation (see page 83). 
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port is flexible, covers out-of-the-way places with 
the same dispatch it serves cities and towns; it 
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Harry C. Feingold to Radio Cincinnati Inc. 
for about $200,000, including about $100,- 
000 in obligations. Radio Cincinnati Inc. is 
licensee of WKRC-AM-FM-TV Cincinnati 
(same ownership as Cincinnati Times-Star) , 
and owns WTVN-TV Columbus, Ohio; 
WBRC-AM-TV Birmingham, Ala., and has 
a minority interest in WBIR-AM-TV Knox- 
ville, Tenn. WKXP-TV is on ch. 27. 


WHBS HUNTSVILLE, ALA. ¢ Sold to 
M. D. Smith III for $125,000 by The Hunts- 
ville Times Co. Renewal of license also 
was granted by the FCC. The sale approval 
is without prejudice to such action as the 
Commission may determine is warranted, 
if any, as a result of its pending inquiry 
into alleged violations by television stations 
of the Commission’s policy concerning edi- 
torializing by broadcast licensees. Mr. 
Smith, former vice president of WBRC- 
AM-TV Birmingham, Ala., owns WJIG 
Tullahoma, Tenn., and WBYE Calera, 
Ala. WHBS operates on 1550 ke with 5 
kw and is affiliated with ABC. 


DATELINE 


TAMPA BAY AREA—The news department 
of WSUN-AM-TV St. Petersburg had to 
cope with two big stories within 60 minutes 
last Tuesday when an Air Force bomber ex- 
ploded in mid-air and a tornado headed into 
the area. News photographer Wilbur Pils- 
bury of WSUN-TV arrived quickly on the 
crash scene to provide an immediate beeper 
phone report to WSUN. Broadcast eye- 
witness interviews followed and WSUN 
wrapped up the story at 6 p.m., with WSUN- 
TV following at 6:40. The stations supplied 
reports and film footage to WWIL Fort 
Lauderdale, Fla., WIBG Philadelphia, 
WCKT-TV Miami and ABC-TV. 

At the time crash coverage was underway, 
WSUN newsmen were acting on a Conelrad 
Alert for tornado conditions, giving instruc- 
tions to listeners and rounding up reports 
from authorities. Later the bad weather 
lifted and the stations broadcast an all-clear. 





LINCOLN—A three-man news team from 
WOW-AM-TV Omaha is in Lincoln, Neb., 
to cover the trial of Charles Starkweather, 
charged with first-degree murder. WOW-TV 
is furnishing newsfilm to other area stations. 
WOW News Director Jim McGaffin is pro- 
viding direct reports for WOW-TV and 
WOW newscasts, with supplemental cover- 
age by WOW-TV Chief Photographer Bill 
LaViolette and Ralph Fox, Lincoln corres- 
pondent. 

KFAB Omaha has posted veteran crime 
reporter Tom Henry outside the Lincoln 
courtroom to broadcast directly from the 
corridor. The station is participating in a 
statewide broadcaster campaign to repeal the 
Canon 35 ban on microphones and cameras 
in the courtroom. 


LOS ANGELES—When aircraft workers can- 
celed a midnight strike 90 minutes before it 
was to start, KNX here had the story as it 
happened. Bill Kenneally, station newsman, 
was on the telephone with Al Haywood, 
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REPRESENTATIVES APPOINTMENTS 


Golden Empire Broadcasting Co. (KHSL- 
AM-TV Chico and KVCV Redding, both 
California) appoints Art Moore & Assoc. 
as representative for Pacific Northwest. 
McGavren-Quinn has been named national 
representative for KHSL and KVCO. 


KOVR-TV_  Sacramento-Stockton, Calif., 
names Blair Tv Assoc. affective June 1. 


WKIS (FM) Orlando, Fla.; WAPX Mont- 
gomery, Ala.; KLOS Albuquerque, N. M.; 
WIRD Tuscaloosa, Ala., and KLYN Am- 
arillo, Tex., appoint Bob Dore Assoc., N. Y. 


REPRESENTATIVES SHORTS 


Station Representatives Assn. has moved 
into new offices at 366 Madison Ave., N. Y. 
17. Telephone number: Yukon 6-9390. 


Donald Cooke Inc. has moved to Tishman 
Bldg., 666 Fifth Ave., N. Y. Telephone: 
Judson 2-2727. 


ve 


rage by Radio and Tv 


Sees 


financial secretary of the United Auto Work- 
ers local at Douglas Aircraft, when a messen- 
ger rushed into UAW headquarters to notify 
Mr. Haywood of last-minute negotiations 
postponing the strike deadline. The news 
was bulletined and other aircraft plants were 
checked meanwhile by Mr. Kenneally and Al 





Downs, night editor, for a complete broad- | 


cast report at 11 p.m. 


CINCINNATI—Teamsters awaiting the word 
on an impending strike in three Cincinnati 
plants heard the walk-out decision given by 
a union official over a WSAI Cincinnati 
microphone. WSAI reporter Larry Phillips 


TRADE ASSNS. 


NAB, AMST Ask 
$75,000.00 for TASO 


A plea for $75,000 to permit the Tele- 
vision Allocations Study Organization to 
complete its work was made to tv stations 
last week by NAB and the Assn. of Maxi- 
mum Service Telecasters. 

The TASO board also has asked EIA, 
Committee for Competitive Television and 
the Joint Council on Educational Tv to 
contribute. All organizations are repre- 
sented on TASO’s board. 

The added financial support is needed, 
TASO said, to permit the correlation and 
evaluation of a mass of technica! data on 
uhf and vhf propagation and equipment 
studies. TASO was established in 1956 to 
do a technical study of tv for submission 
to the FCC. It came into being at the 
height of the bitter uhf-vhf deintermixture 
problem. Dr. George Town, Iowa State 
electronics professor, is TASO executive 
director. Data has been compiled with the 
aid of 230 engineers from 130 organiza- 
tions. It is estimated that between $500,000 
and $650,000 in money and manhours al- 
ready has been donated to TASO. 

One of the main reasons for the need 
for more finances, it was explained, is that 
the correlation and evaluation of raw 
data was to have been done by the Na- 
tional Bureau of Standards. NBS, however, 
had to withdraw its offer because of the 
press of other work. TASO also wants to 
run some tests on vhf directional antennas 


| and on circular polarization. Funds also 


| are needed for publication of the completed 


was ready with the microphone at Federal | 
Mediation Board where officials were trying | 


to avert the 1,800-worker strike. Another 
highlight of the week’s news on WSAI was 


an immediate report on the death of an | 


automobile crash victim. Newsman Howard 
Blaney, after covering the story on the spot, 
telephoned the hospital for word on the 
driver’s condition. The attending physician, 
asking Mr. Blaney to wait while he checked, 
returned to say the patient had just died. 


DUBUQUE—WTOP Washington, following | 


two area scientists in their balloon flight 


landing in Dubuque, Iowa. Newsman Steve 
Cushing contacted the men by telephone for 
an interview broadcast later on the WTOP 
Washington News Report. 


RIO DE JANEIRO—A half-hour after the 
first UP bulletin on a May 8 Brazilian train 
crash, KWFT Wichita Falls, Tex., put an 
eye-witness account on the air. By trans- 
oceanic telephone, News Director Dave 
Dary contacted John Alius of the UP Rio 
bureau directly after his return from the 
crash scene where more than 100 lives were 
lost. His beeper report was broadcast im- 
mediately. 


report due at the end of this year. 


L. A. Ad Club Hears Hallamore, 
Sees New ‘Sellevision’ Device 


Television began as a working tool for 
industry and there are many who believe 
that industrial tv will eventually be a much 
larger field than entertainment tv, Lloyd 
Hallamore, president, Hallamore Electron- 
ics Div., Siegler Corp., told the Los Angeles 
Advertising Club last Tuesday. 

Industrial television developed, he said, 
as a tool for inspection and control of 
processes too dangerous for humans to 
handle in person, with early systems in- 
stalled in atomic energy sites and on rocket 
and missile engine tests stands. Then it 


| entered the gimmick stage, when industrial 
40,000 feet over Minnesota, gave hometown | 
listeners a direct report soon after their safe | 





tv installations were derided as snooping 
devices of the “Big Brother is watching 
you” variety. Now, industrial tv is in the 
“working tool stage,” used to monitor 
gauges at points difficult to reach, to inspect 
hot steel as it leaves the rolling mill, freight 
cars at the far end of a railyard or under- 
water locations for positioning drill bits. 
“In the field of communications,” Mr. 
Hallamore said, “we see industrial television 
servicing as the company magazine and ac- 
tively building employe morale,” as at the 
Hallamore plant, where a simplified tv stu- 
dio, operated by one man, is coupled with 
some 76 receivers throughout the plant. 
Touching on another field, Mr. Halla- 
more asserted that pay tv offers a great 
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field for tv expansion. He predicted that in 
metropolitan areas pay tv will develop by 
neighborhoods or communities (he foresees 
73 such local systems in Los Angeles), with 
homes of subscribers connected by wires or 
cable to points of program origin. 

The Hallamore one-man tv studio set-up 
[MANUFACTURING, July 1, 1957] was dem- 
onstrated to the advertising luncheon by 
Mr. Hallamore and a bevy of Powers mod- 
els, who also assisted him in presenting a 
new device, named “Sellevision.” This is 
an indoor display unit which, Mr. Halla- 
more said, offers a store operator the chance 
to use in his store the same sight-sound-and- 
motion advertising which the national ad- 
vertiser uses so effectively on tv. 

Sellevision also offers the national adver- 
tiser of automobiles and other high priced 
merchandise a chance to let his top sales- 
man help every dealer to make that dif- 
ficult sale, its inventor stated. By film and 
Sellevision, that top salesman can be pres- 
ent in the dealer’s establishment, ready to 
talk when called on. The units displayed 
resembled large-screen tv receivers. They 
were said to be different from other store 
displays of that type in that they could be 
operated in brightly lighted locations with- 
out shielding. 


Chicago BAC to Discuss P.R. 
At Closed-Membership Meeting 


Industry public relations will be discussed 
at a closed-membership luncheon meeting 


of the Chicago Broadcast Advertising Club © 
May 21 by a panel of speakers including | 


Donald N. Martin, public relations assistant 
to the president of NAB. The meeting will 
be held at the Sheraton Hotel. 


Appearing with Mr. Martin will be Dr. 
Leonard Kent, vice president and research | 


director of Needham, Louis & Brorby, and 
Dale O’Brien, president of Mayer & 


O’Brien, public relations counsellor, and of | 


the Chicago chapter of the Public Relations 
Society of America. 

Mr. Martin will discuss NAB’s public re- 
lations program and problems facing that 
industry today. Developments in_ public 
opinion research will be canvassed by Dr. 
Kent, while Mr. O’Brien will talk on the 
growing stature of public relations in busi- 
ness. 

FCC Chairman John C. Doerfer is sched- 





uled as speaker for BAC’s final 1957-58 | 


luncheon meeting June 20. 


McGannon Named Head of RTES 
For 1958-59, Succeeding Daly 
Donald H. McGannon, president of West- 
inghouse Broadcasting Co., was named presi- 
dent of the Radio & Television Executives 


Society in New York last week. He succeeds | 


John Daly of ABC. 

Other officers named in the annual ballot- 
ing were Geraldine Zorbaugh of CBS Radio 
as first vice president; Don Durgin of NBC 
and Frank E. Pellegrin of H-R Representa- 
tives as vice presidents; Omar F. Elder Jr., 
ABC, secretary, and Jay Smolin, Associated 
Artists Productions, treasurer. 

Named to two-year terms on the board of 


BROADCASTING 


DONALD H. McGANNON (r), president of 
Westinghouse Broadcasting Co. accepted the 
RTES president’s gavel last week from John 
C. Daly, ABC vice persident-newscaster and 
outgoing president of the New York group. 


governors were Ted Bergmann, Parkson 
Adv.; Ernest Lee Jahncke Jr., Edward Petry 
& Co.; Winfield R. Levi, BROADCASTING; Al- 
fred L. Mendelsohn, Universal Pictures, 
and David Channing Moore, Transcontinent 
Television Corp. In addition, Josef C. Dine, 
Dine & Kalmus, was named for one year to 
fill an unexpired term. Other governors, 
with terms expiring next year, are Robert 
Jay Burton, BMI; Robert J. Leder, WOR 
New York; Mary McKenna, DuMont 
Broadcasting Co., and Sam J. Slate, WCBS 
New York. 


NCAB Session Spotlights 
Sales, Regulatory Problems 


Sales and regulatory problems dominated 
the meeting of North Carolina Assn. of 
Broadcasters held at Mid-Pines Club, 
Southern Pines. E. Z. Jones, WBBB Burling- 
ton, NCAB president, presided at opening 
business sessions Thursday, with over 100 
in attendance. 


Warren Boorom, Radio Advertising 
Bureau, listed 16 ways of improving sta- 
tion sales. A panel titled “My Major Sales 
Problem” comprised Bill Currie, WRAL 
Raleigh; Tom Harrell, WSTP Salisbury; Lee 
Hodges, WCPS Tarboro and Dallas Mackey, 
WEYE Sanford. Douglas Coxe, of the 
North Carolina State Fair, spoke on the 
topic “How to Spell Sales.” 


Thad H. Brown Jr., NAB tv vice presi- 
dent, spoke at the Thursday banquet, re- 
viewing Washington problems. 

A. C. Edwards, executive vice president 
of the North Carolina Farm Bureau, lauded 
broadcasters for their role in disseminating 
farm news and promoting sale of farm com- 
modities. The bureau plans awards to sta- 
tions for farm broadcasts. Ted Hyman, of 
the Division of Agricultural Information, 
described a new weekly tape service offered 
by N. C. State College. The tape is suitable 
for sponsorship. 

Brig. Gen. William M. Gross, chief of 
staff of the Tactical Air Command, U. S. 
Air Force, was Friday luncheon speaker. 
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Glenn Ramsey, SESAC, and Ray Galloway, 
North Carolina division, U. S. Brewers 
Foundation, were hosts at a Wednesday 
reception. Wallace Cochrane and Carroll 
Ogle, RCA broadcast sales and recorded 
program service, were Thursday hosts. 


WLS’ Salzman Elected Head 
Of Illinois News Broadcasters 


Harold Salzman, WLS Chicago, was 
elected president of Illinois News Broad- 
casters Assn., suceeding Ralph Smith, 
WSOY Decatur, at a two-day clinic at the 
U. of Illinois’ Robert Allerton Park. Both 
the AP and UP Illinois Broadcasters’ groups 
met concurrently with INBA May 10-11. 


Others elected by INBA were John 
Rhodes, WRRR Rockford, vice president, 
and Al Rowe, WSOY Decatur, secretary- 
treasurer, plus these directors: Bill Spangler, 
WFRX West Frankfort; Fran _ Booton, 
WLBK DeKalb; George Martin, WTHI 
Terre Haute, Ind., and Mr. Smith. Mr. 
Spangler was elected president of the UP 
group and Bill Ellison, WHBF Rock Island, 
of the AP unit. 


Panelists reported on broadcasting and 
economic developments during the clinic, 
including results of a graduate student’s sur- 
vey of Illinois judges on Canon 35 and sta- 
tion awards by the AP broadcasters’ group 
(see page 82). Newsmen from downstate 
stations also reported on coverage and pub- 
lic service aspects of tornado coverage 
earlier this year. 


Duncan Notes Electronics ‘Upswing’ 


The electronics industry is experiencing 
“a very definite upswing” following the 
slump in the last half of 1957, D. C. Dun- 
can, president, West Coast Electronics 
Manufacturers Assn., said Friday. Speak- 
ing at the WCEMA spring board meeting 
in Denver, Mr. Duncan said, “Reports 
from throughout the country indicate sales 
increases ranging from 10% to 40% since 
January. U. S. electronics volume should 
approach $14.5 billion this year compared 
with the $13.2 billion recorded for 1957.” 
Mr. Duncan is general manager of Beck- 
man Instruments Helipot division, Newport 
Beach, Calif. 


Hoffman to Receive EIA Honor 
At Chicago Convention This Week 


H. Leslie Hoffman, president of Hoff- 
man Electronics Corp., Los Angeles, will 
receive the 1958 Medal of Honor Thursday 
at the 34th annual convention of Elec- 
tronics Industries 
Assn., to be held 
Wednesday - Friday 
at the Sheraton Ho- 
tel, Chicago. 

Mr. Hoffman is a 
former broadcaster, 
having sold KOVR 
(TV) Stockton, 
Calif., and is appli- 
cant for a tv station 
on ch. 39 in Bakers- 
field, Calif. Paul V. 
Galvin, EIA past 
president and board chairman of Motorola 
Inc., will make the presentation to Mr. Hoff- 
man as “Electronics Man of the Year.” 

Over 30 business sessions, two member- 
ship luncheons and the Thursday awards 
dinner are on the EIA convention schedule, 
according to James D. Secrest, executive 
vice president. The five EIA divisions will 
elect officers and directors. The board of 
directors will meet Friday, electing a pres- 
ident and other association officers. 

Leslie F. Muter, president of The Muter 
Co., Chicago, is in charge of the convention 
committee. Group meetings will be held 
Wednesday and Thursday. EIA underwent 
its change from Radio-Electronics-Tv Mfrs. 
Assn. into a more efficient industrywide as- 
sociation during Mr. Hoffman’s term as 
president. The Hoffman firm employs over 
2,500 people and its sales have been over 
the $40 million mark for each of the last 
five years. He has pioneered many develop- 
ments in the electronics industry, including 
sponsored telecasts of sports in the West. 





MR HOFFMAN 


FTC’s Kintner to Address TGA 


Earl W. Kintner, chief counsel of the 
Federal Trade Commission, will address 
the opening day meeting of the annual 
Toilet Goods Assn. convention at Poland 
Spring, Me., June 25-28. A panel discussion 








the TV Market 


53 COUNTY 


the Metropolitan Area 


IN THE TOP SO OF ALL 262 METRO AREAS IN PERCENTAGE OF GROWTH IN 


@ POPULATION 
© ¢. &. t. 
@ RETAIL SALES 


Source: Sales Management, Marketing on the Move, November 10, 1957 





COVERAGE AREA 


TV BOGS seccccce 197,344 
Population ....... 1,195,100 
Fees occ weeces 295,600 
E.B.I. ....... $1,288,883,000 
Retail Sales ... $828,816,000 





Source: 
Television Data Book 
March, 1958 






the Station 


LEADS IN 380 OUT OF 419 
QUARTER HOURS... TIED 5 


Source: Metro Pulse, January, 1958 


WRBL-TV CBS — ABC 


CHANNEL 


CALL HOLLINGBERY COMPANY 
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on distribution and merchandising, with 
Robert E. Hilbrant, vice president, Colgate. 
Palmolive Co., as moderator, is planned for 
the final day of the convention. Panel mem- 
bers will be Marshall F. Chapman, vice presi- 
dent of A. C. Nielsen Co.; Edward A. Lor- 
ing, vice president of Gilman Bros. Inc., 
wholesale druggists; Richard Lockman, vice 
president and general manager of Emil 
Mogul Co., and others to be announced. 


Fisher Heads Texas Group 


The Assn. of Broadcasting Executives of 
Texas has elected Howard Fisher, radio-ty 
director of Rogers & Smith Advertising 
Agency, Dallas, president for 1958-59. He 
succeeds Paul Girard of Tracy-Locke Co., 
Dallas. Wallis Ivy, The Katz Agency, Dallas, 
is vice president. 

Re-elected were Mrs. Frances Banister, 
Crook Adv. Agency, Dallas, secretary, and 
Gene Cuny, KLRD-TV Dallas, treasurer. 
Directors: Mike Shapiro, WFAA-TV Dal- 
las; Dan Hayslett, KIXL Dallas; George 
Utley, WFAA; Bob Stuart, Clarke Brown 
Co., Dallas; Jack: Sellers, The Sellers Co., 
Dallas; Bob Stanford, Seven-Eleven Food 
Stores, Dallas; Bill Jones, The Frito Co.; 
Jack Rogers, WBAP-TV Fort Worth; Mr. 
Fisher; Mr. Girard, and Mr. Ivy. 

More than 100 North Texas radio and 
television advertising executives belong to 
ABET, which is just over a year old. 


Burnett, Helffrich on PR Panel 


An agency president and a network ex- 
ecutive will participate in a panel discus- 
sion on “Advertiser-Media Relationships” 
this Thursday at an annual forum sponsored 
by the Public Relations Society of America 
and the U. of Minnesota. The forum will 
be held at Calhoun Beach Hotel in Min- 
neapolis. Panelists include Leo Burnett, 
president of Leo Burnett Co.; Stockton 
Helffrich, NBC director of continuity ac- 
ceptance; James P. Selvage, president of 
Selvage & Lee, public relations consultant, 
and William I. Nichols, editor and publisher, 
This Week magazine. Moderator will be 
Dean I. W. Cole, Medill School of Journal- 
ism, Northwestern U. 


Calif. AP Group Picks Thornley 


Hank Thornley of KBET-TV Sacramento, 
Calif., has been elected chairman of the 
California AP Television-Radio Assn., suc- 
ceeding Sam Zelman of KNXT (TV) Los 
Angeles. Pat O’Reilly of KABC Los Angeles 
was named vice chairman of the group at 
its May 10 meeting in Sacramento. 

Sig Mickelson, CBS vice president in 
charge of news and public affairs, was 
featured speaker at the luncheon meeting. 
Also on the luncheon bill were news awards 
to member stations (see AWARDS). Panelists 
for a discussion of radio-tv news problems 
were Mr. Thornley, Mr. O'Reilly, Mr. Zel- 
man, Henry Schacht of KNBC San Fran- 
cisco and Charles V. Berlin of KSCO Santa 
Cruz: 
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MANUFACTURING 


ZENITH’S COMDR. 


@ Pioneer in broadcasting, electronics and first NAB head 
@ Manufacturer was formidable proponent of pay television 


Comdr. Eugene F. McDonald Jr., 72, 
board chairman of Zenith Radio Corp. and 
pioneer broadcaster, died late Thursday in 
U. of Chicago’s Nathan Goldblatt Memorial 
Hospital after an extended illness. 

A broadcaster for 35 years, he main- 
tained his interest in Zenith’s WEFM (FM) 
Chicago, oldest fm outlet on the air, and 
pursued a campaign to launch pay tv as a 
broadcast medium. He was the first pres- 
ident of NAB, having been elected at the 
association’s organization in 1923. He had 
founded WJAZ Chicago that year. 

He ruled Zenith 32 decades with an iron 
hand. A strong personality, he led many in- 
dustry movements. Controversial and color- 
ful, he had long been active in the move to 
launch pay tv and directed the 
active campaign to develop 
congressional, FCC and pub- 
lic sentiment for the medium. 

The immediate cause of 
death was bone cancer. 
Comdr. McDonald is under- 
stood to have been in a coma 
for a week. 

After leaving the Navy in 
1918 with the rank of lieuten- 
ant commander, he became 
interested in amateur radio 
and formed a_ partnership, 
Chicago Radio Labs. On New 
Year’s Eve 1920, he heard 
music on a broadcast receiver 
and bluntly observed, “That’s 
my business.” This remark 
guided his career. 

With his partners, he operated a radio 
business which in 1923 became Zenith Ra- 
dio Corp., a sales adjunct for ham equip- 
ment. The term Zenith was derived from 
his ham call letters, 9ZN, which was the 
source of the trade name Z-Nith and then 
Zenith. Manufacture of broadcast receivers 
was begun by Zenith in 1925. 

Comdr. McDonald felt the Secretary of 
Commerce, Herbert Hoover, had too much 
power as czar of radio and in 1925 he 
jumped to a Canadian frequency. The gov- 
ernment prosecuted him and lost the case, 
an important factor in drafting of the Radio 
Act of 1927, predecessor to the Communi- 
cations Act of 1934. 

In 1923, as NAB president, he agreed to 
help Doubleday Page dispose of an over- 
print of a radio magazine. The publisher 
paid $1,000 a month to NAB as WJAZ, 
WOC Davenport, Iowa, and other stations 
carried magazine announcements. This con- 
Vinced him that broadcasting had a com- 
mercial future and the incident is a land- 
mark in early broadcast history. 

During his career as a manufacturer, 
Comdr. McDonald emphasized quality and 
development of new ideas in broadcast 
equipment. He is credited with developing 
the first all-electronic receiver and the first 
automatic tuner. He developed the subscrip- 
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COMDR. MCDONALD 


McDONALD DIES 


tion tv idea in the early 30’s but did not 
demonstrate it until 1947 when a telephone 
line served as a carrier for unscrambling 
signals. The term Phonevision was applied 
to the system. Commercial pay tv was dem- 
onstrated in 1951 in Chicago. 
McDonald-sponsored fm experiments 
prior to World War II showed the coverage 
ability of signals in the 40 mc band. After 
the war Comdr. McDonald bitterly fought 
the shift of fm to the 88-108 mc band. 
Deaf in one ear, he voiced resentment at 
the high cost of hearing aids and put out a 
low-cost device. Zenith still leads this field. 
A militant competitor in the electronics 
industry, he filed patent suits against RCA 
in 1946. The litigation was settled last year 
with an award of $10 million 
to Zenith. 
Born March 11, 1886, in| 
Syracuse, N. Y., he was edu- 
cated at Syracuse U. In 1931 
he married the former Inez 
Riddle, who survives. Two 
children survive, Eugene F. 
III and Mrs. Guntram Weis- 
senberg, of Haverford, Pa. 
and a sister, Mrs. Wilson 
Towns, of Chicago. 
He entered business in Chi- 
cago in 1910 as a pioneer in| 
the field of writing commer4 
cial automotive paper. He be+ 
came a lieutenant commander 
in the Navy in 1917 and held 
the same rank in the reserve 
after World War I. He main- 
tained his interest in ships and owned over 
30 in his career, including the yacht Mizpah 
which served as his home. He often took 
broadcasters for lake cruises. 
Comdr. McDonald was a member of al 
number of Arctic expeditions, including} 
the MacMillan expedition of 1923 which he 
outfitted with shortwave radio. In 1925 he 
was second in command of the MacMillan 
National Geographic Expedition to the 
Arctic and commander of the shortwave 
equipped SS Peary. He had _ persuaded 
the Navy to put shortwave radio on its 
1925 goodwill expedition into the Pacifig 
and talked from a point 11 degrees from 
the North Pole to the naval ships 12,000 
miles away at Tasmania. 
Besides his Zenith position he wag 
president of Seneca Securities Corp.; pres 
ident-director of Wincharger Corp., Sioux 
City, Iowa (towers), and director of Hos- 
pital Service Corp. He was author of 4 
book, Youth Must Fly, published in 194] 
by Harper. 
He was especially proud of his ability 
to pick and train executives, leaving hig 
office several months each year and keep; 
ing in touch by shortwave radio. Zenith 
earnings for the first quarter of 1958 hit 
an alltime high. 
Comdr. McDonald was a fellow in thé 
Royal Geographic Society of London. He 








FOR IMMEDIATE RELEASE 


To Television Stations Only 


A Public Service Film Available For 
Any 10-Day Period Without Charge 


“CHALLENGE 
IN ASIA” 


Narrated by 
Lowell Thomas 


@ A 13% minute film short on to- 
day’s challenge in Asia. Will the 
Philippine people and their President, 
with their English-speaking, Chris- 
tian heritage on an Oriental back- 
ground provide a fresh means of 
Peace in Asia and understanding with 
the West? In this film President 
Garcia gives his answer. 





@ Here is an inside look at President 
Garcia at work in Malacanang Palace, 
the Philippine White House. The film 
includes a special sequence on his role 
as host to the SEATO conference, 
which helped firm up the anti-Com- 
munist alliance in Asia. There are live 
sound statements by Secretary of 
State John Foster Dulles and Phil- 
ippine President Garcia, also intimate 
glimpses into the workday and the 
private home life of President Garcia 

. . including Cabinet Meetings, as 
host at a state dinner for SEATO 
foreign ministers . . receiving a 
newly appointed ambassador 
talking with a delegation of American 
boys . . . welcoming world-renowned 
personalities, Marian Anderson and 
others ... relaxing with his family 
... playing chess... with a final inter- 
view of broad impact on tomorrow in 
Asia! 


@ A remarkably different public ser- 
vice film for the TV program director 
seeking to give his viewers a fresh 
insight into Asia and President Gar- 
cia’s objectives for the betterment of 
Philippine-American understanding. 


@ Produced by Alfred Wagg Pictures, 
narrated by Lowell Thomas, directed 
by Alfred Wagg, written by Joe 
DiMona, photographed in 35mm black 
and white, and 16mm prints are avail- 
able, with synchronized sound and 
music. 


For additional information, 
please write or wire: 


ALFRED WAGG PICTURES 
7801 Woodmont Avenue 
Washington 14, D. C. 
Telephone: Oliver 6-3161 
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MANUFACTURING contiNUED 





Be, 


FLANAGAN 


PLATT 


COOPER 


WILLIAM F. FLANAGAN, formerly 
with General Electric Co.’s Schenec- 
tady office, has been appointed to head 
the newly-formed GE distribution 
sales office in New Orleans. The new 
office represents expansion of electric | 
components marketing in the South 
and will cover the major trading areas | 
of New Orleans, Memphis and Jack- | 
son, Miss., according to C. B. Farmer, | 
regional sales manager. David N. Platt, 
formerly with the Owensboro, Ky., | 
office has been appointed new sales | 
manager in Atlanta, and E. Kyle | 
Cooper, previously in marketing train- | 
ing assignments in New York City, | 
has been named district manager for 
the Birmingham office. | 








was a member of the Racket, Tavern and 
Chicago Athletic Clubs, in Chicago, as 
well as Mackinac Island Yacht Club, Royal 
Canadian Yacht Club and Explorers Club 
of New York. 


Services for Comdr. McDonald today 








Chi1 


Scranton — 





Vi ee 


e best possible coverage of the nearly 
2,000,000 people in the prosperous 
Scranton—Wilkes-Barre trading area 


e combined operation with identical 
programming—ABC-TV basic affiliates 


Symbol of Service 


TRANSCONTINENT TELEVISION 
CORPORATION 


WROC-TV, Rochester « WGR, WGR-TV, Buffalo ¢ WSVA, 
WSVA-TV. Harrisonburg «© Represented by Peters, 
Griffin & Woodward « WNEP-TV (formerly WARM-TV), Scranton 
WILK-TV, Wilkes-Barre « Represented by Avery-Knodel, Inc. 

4 





Page 94 @ May 19, 1958 


(Monday) at the Assumption Church, 
Chicago. It was requested that flowers be 
omitted but contributions be made to the 
Henrotin Hospital, Chicago. 


Haley Heads Investment Fund, 
Missiles-Jet & Automation 


Andrew G. Haley, Washington com- 
munications attorney and prominent in as- 
tronautics, is president of a new open-end 
investment fund which has registered with 
the Securities & Exchange Commission. 

The fund is Missiles-Jet & Automation 
Fund Inc. The offering proposed is 500,000 
shares with a par value of $1 at an offering 
price of $10 per share. The stock will be 
sold through a nationwide group headed by 
Ira Haupt & Co. Investment adviser to the 
fund is Templeton, Dobbrow & Vance Inc. 

Other principals are Dr. Theodore von 
Karman, aeronautical and space expert, 
chairman; directors: James S. Landis, at- 
torney and former dean of the Harvard Law 
School, former chairman of SEC and CAB; 
Sir Robert A. Watson-Watt, father of radar; 
Bertram M. Goldsmith, Ira Haupt & Co.; 
Francis H. Crissman, Columbia Gas System 
Inc.; Roy S. Heavner and William S. Palmer, 
Templeton, Dobbrow & Vance Inc.; Arch 
C. Scurlock, Atlantic Research Corp.; Mal- 
com A. Sedgwick, Home Insurance Co. A. 
Bernstein, former Navy captain and an in- 
vestment dealer, is vice president of the 
fund, and Michael H. Bader, attorney with 
Haley, Wollenberg & Kenehan, is secretary- 
treasurer. 


Shure Announces Expansion Goal 


| Shure Bros., electronics components 
| manufacturer, announced plans Thursday 
| for acquisition of another electronics firm, 
| primarily one engaged in high fidelity sound 
| reproduction and industrial automation. 
The decision was reported by S. N. Shure, 
| president of the Evanston (lIll.) firm, at a 
management meeting which marked its 33rd 
| anniversary. 
Shure produces a complete line of micro- 
| phones, hi-fi phonograph tone arms and 
| cartridges and magnetic tape recording heads 
| for the consumer, laboratory and industrial 
| markets. Mr. Shure predicted stepped-up 
| development of the electronics industry in 
the next 10 years and claimed acquisition 
of new products will help Shure “stay in 
front of this trend.” 


| Symposium Set on Stereo Discs 


| 

| 

| 

| 

| What is said to be the first comprehensive 
symposium on stereophonic disc recording 

| will be held Friday by the Audio Engineer- 

| ing Society at the RCA Victor Studios, 

| New York. Speakers will include William 

| H. Miltenburg, chief engineer and manager 

of recording, RCA Victor, New York; Ed- 

win A. Dickinson, manager of motion pic- 

ture equipment, Westrex Corp., Denville, 

N. J., and William S. Bachman, director of 

engineering research and development, Co- 

Iumbia Records, New York. 


MANUFACTURING SHORTS 


Ampex Corp. has announced shipment of 
magnetic tape recorder VR-1000, which 





can produce tv sight as well as sound, to 
KDUB-TV Lubbock, Tex. Company reports 
KDUB-TV is 25th station in country to 
receive equipment, which is black-and-white 
system that can be converted to color. 


Electro-Voice Inc. and Fairchild Recording 
Equipment Co. have announced cartridges 
to play new Westrex 45-45 stereophonic 
disc recordings. Electro-Voice said it is now 
producing Model 21-D ceramic pickup with 
0.7 mil diamond needle to sell at $19.50 
and comparable Model 26-DST which 
features in addition turnover 3.0 mil sap- 
phire needle for playing regular 78 rpm 
records. Latter sells for $22.50. Fairchild 
will start delivery this month of its XP-4 
coil pickup based on its original Model 603 
stereo cartridge. XP-4 will sell for $79.50 
with Model 282 stereo arm listed at $42.50. 
All pickups will play regular monaural discs 
as well. Fairchild also is producing Model 
248 stereo preamplifier at $239.50. 


Hallicrafters Co., Chicago, announces four 
new microwave amplifier models’ with 
“periodically focused” traveling wave tubes 
for “minimum size and maximum perform- 
ance.” Models (HMA 1-2-3-4) cover 1,000- 
11,000 mc range and are designed to meet 
high gain microwave amplifier needs. Among 
special features are self-contained video de- 
tectors, separate inputs and outputs for 
greater operational versatility, regulated 
power suppies and parallel input jacks, plus 
protection against crystal burnout of wide 
band crystal video receivers. 


Audio Devices Inc., N. Y., has issued 12- 
page booklet, “You Can Record the Satel- 
lites,” which describes modifications to radio 
equipment that will enable radio amateur or 
professional to receive and record informa- 
tion about phenomena in space. Booklet is 
available without charge from company deal- 
ers throughout country. 


Symphonic Electronics Corp., N. J. manu- 
facturer of package hi-fi equipment, tape 
recorders, and phonographs, moves to new 
headquarters in Coliseum Tower, 10 Co- 
lumbus Circle, N. Y. 


Piclear Inc., Mamaroneck, N. Y., has an- 
nounced that General Electric Co. has 
been named distributor of its Piclear device 
to television stations. Piclear claims that 
its device, when attached to film projector, 
enables abrased films to be telecast free 
of any defects. Company reported that 
more than 50 tv stations are using Piclear 
attachment. 


Audio Devices Inc., N. Y., manufacturer 
of Audiotape, has published brochure which 
tells how to receive satellite radio signals, 
record them on tape and interpret signals. 


German production: West German televi- 
sion set makers report their inventories 
are at zero. Their original production goal 
for 1958 of 1.2 million to 1.3 million is 
expected to be increased second time this 
year. Retailers report almost all of many 
different models (few American sets among 
them) are sold without much promotion. 
Exports are up 20% over corresponding 
1957 period. 
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INTERNATIONAL 


DOMINION RADIO-TV BOOMING 


@ Gains explored at CARTB sessions in Montreal 


@ Tv sales power, radio’s resurgence prime topics 


Television as Canada’s number one sales- 
man and the resurgence of radio as a na- 
tional, regional and local merchandising 
medium were stressed by Canadian and 
United States broadcasters and advertisers 
at the opening day of the annual convention 
of the Canadian Assn. of Radio and Tele- 
vision Broadcasters. The convention opened 
May 12 at the Queen Elizabeth Hotel, 
Montreal. 

The morning session was devoted to tele- 
vision with Karl A. Steeves, tv sales di- 
rector of the CARTB, giving the audience 
facts and figures on Canadian television 
coverage, viewing habits and the growth of 
advertising expenditures since tv came to 
Canada in September 1952. Last year na- 
tional tv advertising amounted to about 
$40,000,000. 

Ray Peters, commercial manager of 
CHCH-TV Hamilton, Ont., introduced 
speakers who gave local success stories. A 
discussion on tv questions was conducted by 
a panel of Canadian authorities, with Mur- 
ray Brown, CFPL-TV London, Ont., as 
chairman. Others on the panel: Spence Cald- 
well, of S. W. Caldwell Ltd., Toronto, Ont., 
advertising agency; Don Jamieson, CJON- 
TV St. John’s, Nfld.; Ralph Snelgrove, 
CKVR-TV_ Barrie, Ont.; Blair Nelson, 
CFQC-TV Saskatoon, Sask.; Mrs. G. Myers, 
Screen Gems (Canada) Ltd., Toronto; Hugh 
Horler, MacLaren Adv. Ltd., Toronto; War- 
ren Reynolds, E. W. Reynolds & Co., Toron- 
to, advertising agency; William Inch, General 
Foods Ltd., Montreal, Que., and W. L. 
Charland, McKim Adv. Ltd., Toronto. 

The afternoon radio workshop under the 
chairmanship of Howard Caine, CHWO 
Oakville, Ont., had Worth Kramer, WJR 
Detroit, Mich., as keynoter. Mr. Kramer 
asked Canadian broadcasters and advertisers 
to study their entertainment programming, 
news, commercials and rate card integrity, to 
see if they could not be improved. He urged 
Canadian stations to “meet the needs and 





desires of today’s brighter, wiser and more | 


selective public.” 
E. R. Fisher, advertising manager of Pep- 
si-Cola Co. of Canada, Montreal, explained 


his company’s emphasis on radio because | 


of its flexibility in programming and in buy- 
ing time on stations to meet needs of local 
as well as regional company franchise hold- 
ers. 
Ben Dobrinsky, advertising director of 


Steinberg’s Ltd., Montreal chain food mar- | 
kets, told how radio is the key to food mer- | 


chandising. He dealt with various successful 
campaigns, and with the current campaign 
Steinberg’s is using involving 300 one-min- 
ute commercials a week on 15 radio stations 
at a cost of $125,000 a year. 


Kenneth H. J. Clarke, Canadian sales | 


manager of International Nickel Co. of 
Canada, Toronto, and Donald H. McGan- 
non, Westinghouse Broadcasting Co., New 
York, dealt respectively with radio as a pub- 
lic relations medium and its adjustment to 
television. 
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Booklets on the history and activities 
private Canadian radio and television st}.- 
tions, a handbook for speakers on broaf| 
casting in Canada, a national anthem fr 
cording in both French and English, ag 
establishment of a radio and television pr 
gram production center for private statio}) 
were discussed at the business sessions. 

The report of the CARTB’s public rm 
lations committee dealt with work doi 
and planned for radio and television wee 
in both 1957 and 1958. It also covered 
variety of press releases and institution 
promotion on stations and in Canadig 
publications. 


—_ 
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Drop in Radio-Tv Set Sales 
Continues in Canadian Market 


Radio and television set sales continujd 
to drop in the first three months of 1938 
according to figures released by the Rad 
Electronics-Television Manufacturers Ass 
of Canada. Sales of tv sets in the Januamy- 
March 1958 period totaled 97,313 unlts 
compared with 108,478 in the first thre 
months of last year. Of the total, 35,449 
sets were sold in Ontario, 22,548 in Quebec 
province, 8,626 in British Columbia aid 
the remainder in the rest of Canada. 


 ? 
. ' 


Radio receivers sold in the first three 
months of 1958 totaled 99,781 compared 
with 119,543 in the same 1957 period. Sales 
of portable sets were up from 5,887 in the 
1957 period to 7,615 in the first three 
months of this year. Ontario accounted for 
40,662 sets in the January-March 1958 pe- 
riod, Quebec for 25,470 sets, Alberta for 
8,359, with the balance sold in the rest of 
Canada. 


Russians Reiterate Popov Claim 
To Original Discovery of Radio 


The Russians again have claimed that 
a Russian scientist Alexander Stepanovich 
Popov, “discovered radio for mankind.” 
This later claim was made on May 8 during 
a Radio Day speech presented over Radio 
Moscow, according to Radio Liberation, 
which monitors Soviet broadcasts. 

Radio Liberation last week circulated a 
summary of the broadcast in which D. I. 
Chesnokov, chairman of the state commit- 
tee for radio and television broadcasting 
attached to the Council of Ministers, was 
quoted as saying “It is with a feeling of 
special gratitude that we pronounce the 
name of the great Russian scientist, Alex- 
ander Stepanovich Popov, who discovered 
radio for mankind.” Mr. Chesnokov went 
on to say that “we are proud that not only 
the first radio signals on earth were trans- 
mitted by our great compatriot, Popov, but 
also that the first radio signals transmitted 
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In Detroit, the kids love Channel 9. 
There isn’t a more loyal group of 
TV fans than those that watch 
CKLW-TV cartoons. The ratings 
show it . .. the response proves 
it! You’ll be amazed at some of the 
sales success stories. Ask our rep- 
resentative or write direct. 


GUARDIAN BLOG. 

DETROIT 26, MICH. 
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from the depths of the universe were signals 
coming from Soviet satellites.” 

Mr. Chesnokov also reported, Radio Lib- 
eration said, that the average daily volume 
of Soviet radio broadcasts now amounts to 
almost 600 hours; there are 46 tv centers in 
operation throughout the country, and by 
the end of 1958, their number will increase 
to 70. 


RADIO-TV’S OUTLOOK 
SIZED UP BY DUNTON 


© CBC chief speaks to ACA 
@ Three-day meet in Toronto 


Competitive television stations in major 
Canadian cities, more export of Canadian 
tv programs and growth of tv sets in the 
next decade from the present 3,000,000 to 
5,000,000, were among the forecasts made 
by A. D. Dunton at the 43rd annual meet- 
ing of the Assn. of Canadian Advertisers at 
Toronto May 7. 

Mr. Dunton, chairman of the board of 
governors of the Canadian Broadcasting 
Corp., traced the growth of CBC in the five- 
and-one-half years since television came to 
Canada. He told the audience of Canadian 
advertisers and agency executives that in 
that time CBC’s staff has grown from 1,200 
to 6,300 persons, that last year Canadian 
advertisers spent about $40,000,000 on Ca- 
nadian tv and that over 70% of all Cana- 
dian families now have tv sets and spend 
nearly four hours daily looking at tv pro- 
grams. There are at present eight CBC 
stations and 38 private stations affiliated 
with the CBC network in operation in Can- 
ada. 

The CBC chief forecast competitive tv 
stations for a number of Canadian cities in 
the next few years and expressed the hope 
that those new stations would come into 
being in such a way as to stimulate the pro- 
duction of a reasonable number of Cana- 
dian programs. Such competitive stations 
would make it possible, he hoped, for view- 
ers to choose between Canadian and im- 
ported programming. 

In the next ten years, Mr. Dunton esti- 
mated tv production would increase to about 
$150,000,000 a year, about double the pres- 
ent expenditure. He urged advertisers to 


take some responsibility for the television 
system and “not to put too much pressure 
on straight commercial considerations.” He 
hoped they would “help leave some room 
and some opportunity for trying new ideas 
and for honest attempts for progress that 
will throw the lie in the face of those who 
try to say that the whole influence of tv is 
deadening and tending to force the minds 
of people into one mold of conformity.” 

He felt that because of Canada’s expanse 
of space, small population and two national 
languages, there was need for a government 
system that now exists in Canada along with 
private stations. “For pure economic rea- 
sons I do not think that private operations 
alone can produce much significant tv work 
by Canadians for Canadians on a national 
scale without the help of the public agency 
and the public funds that support it,” he 
stated. “Nor can the CBC do its national 
job of serving all possible Canadians with- 
out the private stations.” 

He told advertisers that it now costs CBC 
about two-and-one-half cents per day per 
tv family to operate its national service. He 
did not anticipate early color tv for Canada, 
hoped it would come by 1965. He antici- 
pated consolidated, efficient production cen- 
ters at Toronto and Montreal for CBC’s na- 
tional service in the near future. 

The three day meeting, May 5-7, featured 
an array of Canadian and United States ad- 
vertising talent who spoke on various as- 
pects of advertising as the creative force in 
marketing. Speakers included E. H. Walker, 
president of General Motors of Canada, 
Oshawa, Ont.; David W. Wallace, president 
of Standard Brands Ltd., Montreal; Ben H. 
Wells, vice president of Seven-Up Co., St. 
Louis; Dr. R. P. Dinsmore, vice president 
of Goodyear Tire & Rubber Co., Akron; 
Dr. Ernest Dichter, president of the In- 
stitute of Motivational Research, Croton- 
on-Hudson, New York; Dr. Virgil Reed, 
vice president of J. Walter Thompson Co., 
New York; Elton M. Johnson, president of 
Canadian Assn. of Advertising Agencies 
and chairman of Stanfield, Johnson & Hill, 
Ltd., Toronto; T. W. Kober, marketing di- 
rector of Vickers & Benson Ltd., Toronto; 
R. J. Eggert, marketing research manager 
of Ford Motor Co., Detroit, and F. Hugh 
Horler, radio-tv director of MacLaren Adv. 
Co. Ltd., Toronto. 


H. E. Whitehead, vice president of Kim- 
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berly-Clark Corp. of Canada, Toronto, was 
elected president of ACA succeeding T. M. 
Atkinson, advertising manager of Du Pont 
Co. of Canada, Montreal. J. J. McGill, Im- 
perial Tobacco Co. of Canada, Montreal, 
was elected executive vice president. Five 
vice presidents were elected: E. T. Gater, 
Sterling Drug Mfg. Ltd., Windsor, Ont.; 
J. W. Cook, Shawinigan Water & Power 
Co., Montreal; K. J. Farthing, Canadian 
Westinghouse Co. Ltd., Hamilton, Ont.; P. 
J. McGinnis, Bell Telephone Co. of Canada, 
Montreal, and J. C. Miller, Ford Motor Co. 
of Canada, Toronto. A. S. Yeates, Pruden- 
tial Insurance Co. of America, Toronto, 
was elected vice president and treasurer, 
and B. E. Legate, secretary and general 
manager of ACA with offices at Toronto. 
Einar V. Rechnitzer, president of Mac- 
Laren Adv. Co. Ltd., Toronto, was awarded 
the ACA gold metal “in recognition and ap- 
preciation of outstanding leadership qual- 
ities shown during his long and distinguished 
service in the field of Canadian advertising.” 


Canadian Agency Plans N.Y. Shop 


James Lovick & Co., Vancouver, B. C. 
advertising agency, plans to establish a New 
York office in the new Canada House, in 
June, the first time that a Canadian adver- 
tising agency has had a New York office. 
The agency has offices in eight Canadian 
cities and San Francisco. It is now the third 
largest agency in Canada. The New York 
office is to be under the supervision of Don 
Agnew, a vice president in the Toronto, 
Ont., office. G. Douglas Hall will be man- 
ager of the New York office, moving there 
from Toronto. 


ABROAD IN BRIEF | 
| 
Se - a ' 
AUSTRIAN INVITATION: The Austrian 
Television Service, which is only a few weeks 
old, has announced it will add commercial 
time segments to its otherwise non-com- 
mercial broadcasting schedule when suf- 
ficient viewers have been reached. The first 
commercial experiment was staged during 
the Vienna Spring Fair when advertisers 
got time for a nominal rate covering outlay 
of the Vienna station. 


NEW TACTICS: The West German News- 
paper Publishers’ Assn. has decided to stop 
legal action against Bavarian Radio and its 
Munich tv station. The suit, pending for 
some months, claimed Bavarian Radio, as 
a Sstate-operated and non-profit organization, 
should not invade private business and ad- 
vertising. The association’s switch came with 
the explanation that negotiations with the 
West German Government have been suc- 
cessful. No details were given. German ob- 
servers believe that the Bonn Government 
may prohibit commercial operations for 
government-operated monopoly stations and 
clear a sufficient number of uhf channels for 
private commercial broadcasts. 


THEATRE TV: A television projector which 
can illuminate the entire screen of a motion 
picture theatre was demonstrated in Zurich, 
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Switzerland. The projector is an Eidophor 
type, built around an arc lamp rather than 
the usual cathode ray tube found in con- 
ventional models. The new projector’s black- 
and-white picture is claimed to be better 
quality than movies. It is expected to reach 
wide circulation in Europe where movie 
houses take tv broadcasts (mainly special 
events) off the air and show them before 


GERMAN GAIN: The number of comi- 
mercials broadcast by a network of te}2- 
vision stations in Southern Germany |n 
March went up 50%. Participating statio}is 
are generally non-commercial but have det 
aside 30-minutes daily for commercfal 
operations. In March 75.8% out of tofal 
available time was sold out, against 52.21% 
in January and February. There were }/8 





paying audiences. 















































PRE-SOLD BY TELEVISION 


Edward F. Lethen Jr., manager, net- 
work sales development, CBS-TV, speak- 
ing before the Fifth District Conference 
of the American Federation of Adver- 
tisers May 2 in Mansfield, Ohio: 

Network television advertising is pro- 
ducing a revolution in merchandising, 
the long-term results of which will be to 
reduce the cost of distributing goods. 
More important to consumers is the fact 
that it will reduce the cost of goods them- 
selves. 

A substantial amount of merchandise 
is today being sold to self-service stores 
or semi-self-service stores. In _ these 
stores the influence of salesmen is al- 
most nil and customers are almost en- 
tirely pre-sold by advertising. It is very 
significant, then, that television was pre- 
ferred by three-quarters of the store 
managers interviewed [in a special CBS 
survey]. The implication of this low-cost 
distribution through the selling power 
of tv is spreading and will in time have 
its effect on the method of distribution 
of almost all manufactured products. 


WHICH FAITHFUL AUDIENCE? 


The reported move of two Denver 
area radio stations to a “Top 40” for- 
mula of “tribal music and artificial icons 
fashioned by teenage girls” touched off 
an explosion from Thompson R. Watt, 
radio-tv editor of the Denver Post. Blam- 
ing the “jukebox” programming trend on 
Madison Avenue and “its devotion to in- 
conclusive ratings,” the FCC, public 
apathy and “the station owner willing to 
exploit such forgetfulness,” Mr. Watt 
said in his column: 





The industry points to figures reveal- 
ing an all-time high in receiver sales, and 
indicates more people are listening to 


the same people—“mostly young”—lis- 
tening over and over, to the same and 
the same; listening so intently they have 
little time to earn money for sponsor 
products. More people, too, are watch- 
ing more television than ever before, buy- 
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radio than ever before. We argue they’re 
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PLAYBACK : 


QUOTES WORTH REPEATING 


ing more hi fi sets than ever before, read- 
ing more than ever before. 
There are more people than evdr 
before. 
. . . We ask ourselves, why in com 
mon sense do we devote cherished new: 
paper space to a daily radio log whe 
it serves little purpose other than 1 
allow a handful of disc jockeys to sé 
their names in print? 
. We have a real fear that if imag 
nation and creativity continue to di 
appear from radio, its reasoning adu 
audience will lessen correspondingly. . J. 


HEADLINE HUNTERS 


NAB President Harold E. Fellows, in hts 
annual address to the membership at the 
NAB Los Angeles convention, defenddd 
the participation of FCC members in the 
industry’s meeting. Here are excerp\s 
from his speech: 

I do not believe that the broadcaste]s 
of this nation are insensitive to the paft 
that devoted government workers hay¥e 

I 
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played in this great experiment, nor do 
believe that the public itself thinks th 
magic has been wrought without honet 
purpose and pure endeavor. 

These Commissioners and their stafis, 
and those who preceded them, have cofi- 
tributed their parts to the service of o 
people in developing Americas frfe 
broadcasting—and I don’t believe thi 
fact can or should be derogated by tl 
careless and thoughtless and questionah 
charges of young and eager headli 
hunters. 


‘FUN WHILE IT LASTED’ 


Some of those in the advertising prp- 
fession have grown fat and lazy from eary 
pickings brought about by hard woyk 
from their predecessors, but now in this 
period of recession they will have to work 
—bring forth newer and more creative 
ideas—to survive themselves and to cojn- 
bat threats to the economy, Paul Harvéy, 
ABN commentator, said in an addr@ss 
(carried on ABN) to the Racine (Wis.) 4d 
Club. Mr. Harvey said in part: 
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It is interesting to note that the moti¥a- 
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‘sion—maybe I am. It’s a cinch industry 





commercials in the combined January-Feb- 
ruary period against 169 commercials in 
March. 


SALES IN SWEDEN: Latest statistics indi- 
cate retailers sold more than 100,000 tele- 
vision receivers last year. That was at a 
time when Swedish tv broadcasts were still 
in an experimental stage. Sweden now has 
switched to regular tv broadcasts. 


tion analysts wanted to know why women 
will pay $2.50 for skin cream but only 25 
cents for soap. You know what they dis- 
covered? Skin cream promised to make 
them beautiful. They weren’t buying a 
product, they were buying a promise. So 
they promptly re-wrote the soap ads. 

We don’t buy oranges, we buy vitality. 
We don’t buy a car, we buy prestige. And 
it’s been fun while it lasted. Yet as surely 
as we have developed new techniques of 
persuasion, our secrets become known 
and their effectiveness diminishes. And ad 
men are called upon for newer, better 
ideas. 

If this sounds as if I’m blaming the ad- 
vertising profession for the business reces- 


has recently produced more than you 
have sold! But if you did let that happen, 
you can also reverse the trend. 


TIME FOR A NEW LOOK? 


Adman Maxwell B. Sackheim, whose 
agency of the same name has helped 
build CBS Inc.’s Columbia Records Club 
via “hard-sell,’ speaking before The 
Premium Club of New York May 13: 

Let’s cut out the foolishness and put 
more sell in our advertising. When the 
going is easy and profits are high, prac- 
tically everybody’s advertising is good. 
Nobody criticizes it. Nobody complains. 
Nobody notices foolishness when it’s 
covered by soaring sales. But when times 
get tough some advertisers wake up and 
demand results. Their advertising takes 
on a new and strange look. Gone are the 
pretty pictures and sweet talk. Off comes 
the kid glove and on go the brass 
knuckles. Some of them even change 
their advertising agencies. In short, they 
cut out the foolishness and put more sell 
into their advertising. That’s what usually 
happens when business comes to a crisis 
—a labor crisis, a stockholder crisis, a 
sales crisis or a crisis of any kind. 

But some advertisers seem to care 
little about their advertising regardless of 
conditions. They never change. It is dif- 
ficult for me . . . to reconcile this at- 
titude with good business. . 
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PROFESSIONAL SERVICES 


Daniels Heads Brokerage Firm 
The formation of a community antenna 


brokerage firm, the first specializing in this | 





field, was announced a fortnight ago. The | 
firm is Danieis & Assoc., Denver, Colo., and | 


it will handle both sales and financing of 
community antenna systems. Daniels & 
Assoc. is headed by Bill Daniels, a com- 
munity tv operator in Casper and Laramie, 
Wyo., and Farmington, N. M. Mr. Dan- 
iels is also a principal of Televents Inc., en- 


gaged in furnishing CATV operators with | 


motion pictures and other program material 
for their own origination. He is past pres- 
ident of the National Community Tv Assn. 
and is a present member of the board of 
directors of the trade association. 


Promotion Assoc. Moves Office 


Promotion Associates, media sales and 
audience firm, has moved its headquarters 
to 734 15th Street N. W., Washington 5, 
D. C. Branch offices remain in Boston and 
Alexandria, Va. Among the services offered: 
singing station breaks and intros, trade 
paper advertising layout and design and 
“specialized advertising novelties.” 

Effective immediately, Promotion Assoc. 
will represent WFAX Falls Church, Va., a 
daytime independent on 1220 kc. 


PROFESSIONAL SERVICES SHORTS 


Communications Counselors, McCann- 
Erickson subsidiary, has consolidated its 
Los Angeles and Hollywood offices into 
Southern California office. Harry Bennett, 
vice president of CC and head of Los An- 
geles office, will be in charge of consolidated 
office. Margaret Ettinger, vice president, also 
becomes general executive with responsi- 
bility to president for special assignments. 


Jane Winne Inc., Norfolk, Va., announces 
PBM, Planned Broadcast Merchandising 
service, operating from Norfolk and New 
York. PBM is being offered broadcast or- 
ganizations to help them meet “increasing 


EDUCATION 


ETV’s ROLE PROBED AT OHIO MEET 


Commercial and educational television 
broadcasters met on common ground last 
week at the 28th Institute for Education 
by Radio-Tv, held at Ohio State U., Colum- 
bus. They agreed in general they can help 
each other solve common problems and 
provide improved public service. 

Four days of general sessions and panels 
probed many phases of education, particu- 
larly the role broadcasting can take in 
solving the current educational crisis. J. 
Keith Tyler, institute director, presided at 
the sessions. 

Educational stations should complement 


| rather than compete with commercial sta- 





demands of national and regional sponsors.” | 
Norfolk headquarters is at 340 Dunmore | 


St.; telephone: Madison 5-1779. 


Earl S. Peed Public Relations, 
has announced addition of Los Angeles 
office located at 3511 W. Sixth St. Tele- 
phone: Dunkirk 5-6724. Joan Owen named 
manager of new Office. 


Audits & Surveys Co., N. Y. market re- 
search firm, has moved to new _ head- 
quarters at 640 Fifth Ave. Telephone: Jud- 
son 2-5800. 


S. Jay Reiner Co., national contest and mer- 
chandise consultant, has moved into own 
building at 155 Mineola Blvd., Mineola, 
N.Y., and plans to open new office in Chi- 
cago. 


Wolcott & Assoc., public relations, an- 
nounces move of its S. F. office to 47 
Kearney St. and appointment of Grady 
Galloway as S. F. office manager. 


Art Blum Public Relations & Adv. Agency 
has moved to new and larger headquarters 
at 700 Montgomery St., S. F. 
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| tions, A. James Ebel. vice president-general 


manager of KOLN-TV Lincoln, Neb., told 
the Monday night general session. He con- 
tended the educational station should edu- 
cate in depth while the commercial sta- 
tion educates in breadth, adding, “While the 
commercial station must teach a little to 
the many, the educational station should 
teach much to the few. He pointed to the 
need for more program research and well- 
trained people in educational broadcasting. 

John F. White, general manager of 
WQED (TV) Pittsburgh, speaking as an 
etv station operator, predicted that within 
10 years every independent etv outlet will 
be operating on more than one channel. 
He said transmission power and other costs 
will be low and demand by schools for 
tv service will be so great that stations 
“cannot afford for the long pull not to 
operate additional channels.” He added 
there are “thousands of uhf channels and 
no reason educators can’t be assigned 
any number we require.” 

Looking into the future again, Mr. White 
said independent etv outlets will have a 
budget of at least a million dollars a year 
and telecast at least 75 hours a week. 

Mr. White said “some of the finest edu- 
cational and cultural programming on the 
airways today comes not from the educa- 
tional stations but from commercial outlets.” 


| He contended telecasting of sports, public 


N. Y | information and high-level 


entertainment 
is not the sole prerogative of the com- 
mercial station. 

Richard Wolfson, administrative assistant 


| to the president of WIVJ (TV) Miami, 


| 





| KDKA-TV Pittsburgh, 


Fla., said etv stations “shouldn’t care whether 
the majority of people turn them on once 
a week or once a month. They should not 
care about the majority at all.” Taking 
issue with Mr. White, he said the edu- 
cational station, except in large metropolitan 
areas, can’t be independent but must depend 
on tax money. He said WIVJ carries a 
daily five-minute program taking an editorial 
stand on local affairs. 

Jerome Reeves, general manager of 
said, “Sooner or 
later the viewer wants to do more than 
just enjoy television. This is where the 
educational station has its job.” He advo- 
cated closer cooperation between the com- 
mercial and educational broadcaster. “It 
is in close working arrangements that edu- 
cational stations can master the showman- 


ship techniques of the commercial,” he 
said. “Educational tv must compete not 
only on the programming level but in the 
promotional field. It isn’t good enough to 
have a good program or series—you must 
tell the world about it.” 

Leon Goldstein, vice president of WMCA 
New York, said educators should practice 
their right to editorialize, pointing out that 
since etv outlets “have a point of view 
about things, they should express it.” 

Richard Hull, radio-tv director of Ohio 
State U., regretted the small number of 
etv stations in the nation. He said, “Until 
there is standard availability of educational 
programs across the country, this will have 
to remain a curiosity. We need stations 
everywhere—quickly.” 

At a Tuesday session Quincy Howe, presi- 
dent of Assn. of Radio-Television News 
Analysts, said public service broadcasting 
“offers a greater sense of satisfaction, 
achievement and power than any other 
medium of human communication.” 

Recalling a public service report by Wil- 
liam Costello, on behalf of ARTNA, he 
said there is a dearth of information on the 
subject of public service broadcasting. Mr. 
Costello found, according to Mr. Howe, 
that ““‘the future of the news analyst, in ra- 
dio or tv, depended on the future of pub- 
lic service broadcasting which not only 
includes all news operations but which also 
embraces programs of religion, discussion, 
and—above all—education.” 

As to pay-tv, Mr. Howe cited the Costello 
report’s finding that while “there may be 
a case for pay-tv, neither the FCC nor the 
industry has made that case.” He added 
that ARTNA was alone in suggesting the 
FCC impose on pay-tv the same require- 
ment it imposes on free television to serve 











the public interest, convenience and 
necessity.” 
Mr. Howe said the report takes the 


position the FCC should enlarge its author- 
ity over programming, a step he contended 
would promote public service broadcasting. 

“The most important single fact revealed 





MORRIS S. NOVIK (c), New York radio-tv 


consultant, presided at the Institute for 
Education by Radio-Ty panel on commu- 
nity problems, held at Columbus, Ohio. 
Major speakers included Jerome Reeves (I) 
KDKA-TV Pittsburgh, and John F. White, 
WQED (TV) Pittsburgh. 
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EDUCATION contiNUED 


by the Costello report,’ Mr. Howe said, 
“is that nobody yet knows enough about 
public service broadcasting to talk about 
it intelligently or to outline a rational, 
realistic policy.” 

Two Wednesday night speakers con- 
tended educational television won’t put com- 
petent classroom teachers out of work, even 
if it becomes commonplace. Cliff Mitchell 
director of a Dade County (Miami, Fla.) 
etv project, said “not a single teacher has 
been discharged” because of the Greater 
Miami experiment. Actually, he said, by 
using tv to teach large classes in certain areas 
lending themselves to this technique “we 
have found it possible to reduce the size of 
classes in areas in which pupils need more 
individual attention. Etv is a challenge to 
teachers to upgrade their teaching just as 
teaching is being upgraded before the 
camera.” 

Dr. Grant W. Smith, of the National Sci- 
ence Foundation, said well-planned tv in- 
struction can be just as effective as instruc- 
tion in person and even “superior to poor or 
average instruction in person.” 

Dr. Smith said equipment improvements 
and moderate-cost color should help tv 
instruction. “The teacher should become 
acquainted with instructional television’s 
potentialities,” he said. “He need not fear 
the use of this medium, if he is a com- 
petent teacher. There will always be a de- 
mand for competent teaching by competent 
teachers. The need will be great whether 
or not instruction by television becomes 
commonplace.” 

Edward H. Bronson, NAB tv code affairs 
director, said organized viewer groups 
should encourage audience selectivity and 
spontaneous viewer criticism. He said there 
is no substitute for “intelligent, articulate 
and constructive criticism of programming 
and advertising.” 

Ben Hudelson, production manager of 
WRCA-TV New York, told a program clinic 
how the station developed its Hi Mom 
program and how it interested the trade 
and public. The promotion included mailing 
of diapers to Madison Avenue and in gen- 
eral drumming up interest. 

George A. Heineman, program manager 
of WRCA-TV, told how the station de- 
veloped a stockpile of programs as film 
material encroached on local programming. 
A program planning board was formed, 
auditions were held and kinescopes and re- 
cording of proposed programs were made. 
A six-week seminar was held for the staff 
and a 34-hour segment was developed for 
Sunday morning broadcast. 
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| educational radio and tv programs were 


AWARDS 


Education Shows Cited 
n Ohio State Awards 


The annual Ohio State U. awards for 
n- 
nounced last Monday. The awards are sppn- 


| sored by the Institute for Education |by 


| American Exhibition of Educational R: 


| Owned Stations Div. 


| Year, CBC; 


Radio-Tv and were made at the fic 
lio 


& Tv Programs, held at Ohio State U., 
lumbus (see page 98). Following are win- 
ners and categories: 


SPECIAL GROUP: Both radio and television. 


Special recognition: Know Your Schools, NBC 
and U. S. Dept. of Hed th, 
Education and Welfare. 


RADIO AWARDS 

GROUP |: Programs heard nationally by Jet- 
work or transcription. 

Class 1: Directed to special 
(women’s agriculture, etc.). 

First award: Summer Fallow, CBC; 
mention: National Farm Radio Forum, 

Class 2: Religious. 

First award: The Eternal Light, Jewish Tileo- 
logical Seminary of America and NBC; honorgble 
mention: Songs of Praise, CBS, and The five 
Maria Hour, Graymoor Friars and WMCA ew 
York. 

Class 3: Cultural—Drama, 
music (not straight music). 

First award: The International Geophy4cal 
and The American Theatre of |the 
Air, U. S. Information Agency, Voice of Amefica 
and American National Theatre; honorgble 
mention: The Sacred Note, U. of Chicago find 
WBBM Chicago. 

Class 4: Dealing with personal and social p#9ob- 
lems. 

First award: Horizons ’57, United Nations JRa- 
dio, and The Hour of St. Francis, The Houg of 
St. Francis; honorable mention: Mind Al ne, 
Bureau of Health Education, American Medcal 
Education, and The Marshall Organization Jnc. 

Class 5: Public affairs: 
news interpretation. 

First award: Update, 
Footloose, CBC. 


Class 6: Special one-time broadcasts. 
First award: The Galindez-Murphy Case] A 


interest grduips 


honorgble 
CBC: 


science, literati 


re, 


forums, round talfles, 


CBS; honorable mentjon: 


Chronicle of Terror, CBS; honorable mentfon: 
Southern Exposure, CBC. 

Class 7: Children and youth (out-of-scHool 
listening). 


First award: Voyage Into Space, CBC; howfor- 


| able mention: National Boy Scout Jamboreq at 


in intermediate grades. 


| in junior and senior high school. 





Canada), 


Valley Forge, CBS. 


Class 8: Designed for in-school use by pupils 
in primary grades. 

No awards. 

Class 9: Designed for classroom use by pupils 


No awards. 
Class 10: Designed for in-school use by pupils 


First award: Our Canadian Bookshelf, CBC} no 
honorable mention. 


GROUP II: Regional networks, regional organjza- 


tions and regional and clear-channel statfons 
(5-50 kw). 
Class 1: Directed to special interest grquips 


(women’s, agriculture, etc.). 

No first award; honorable mention: Univerpity 
Explorer, KNX Radio and U. of Californiq at 
Los Angeles. 

Class 2: Religious. 

First award: And There Was Light, WH3M 
Chicago; honorable mention: Scrolls from |the 
Dead Sea, WHA (U. of Wisconsin) and the Wiis- 
consin State Radio Network. 

Class 3: Cultural—Drama, 
music (not straight). 

First award: L’Histoire du Canada (Histor} of 
CKVL Limited, Verdun, Quehec; 


science, literatjire, 











honorable mention: Pacific Portraits, WHA 
(U. of Wisconsin) and the Wisconsin State Net- 
work, 


Class 4: 
problems. 


Dealing with personal and social 

First award: Judgment, KNX Los Angeles; 
honorable mention: Counterpoint, WNEW New 
York. 

Class 5: Public affairs. 

First award: Witness, WSB Atlanta; honorable 
mention: Report to the People, WMCA New York. 

Class 6: Special one-time broadcasts. 

No first award; honorable mention: The New 
Class, WRCA New York. 


Class 7: 
listening). 


Children and youth (out-of-school 


First award: The Pied Piper, WOSU (educa- 
tional) Columbus, Ohio, and Young Book Re- 
viewers, WMCA New York; honorable mention: 
Handy Andy, KTAR Phoenix, and Let’s Listen to 
a Story, WMCA New York. 


Class 8: Designed for in-school use by pupils 
in primary grades. 

First award: Playtime, CBC Atlantic Network; 
honorable mention: Tell Me a Story, KTIS Min- 
neapolis and Minneapolis Public Schools. 


Class 9: Designed for classroom use by pupils 
in intermediate grades. 

First award: Standard School Broadcast, Stand- 
ard Oil of California over western station; 
honorable mention: Songs to Remember, New 
York Board of Education over WNYE New York. 


Class 10: Designed for in-school use by junior 
and senior high school pupils. 

First award: French Revolution, CBC Regional 
Network, and When Men Are Free, WHA Madison 
and Wisconsin State Network; honorable men- 
tion: The Teller and the Tale, New York Board 
of Education over WYNE New York, Twelfth 
Night, CBC and Newfoundland Dept. of Educa- 
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tion, Social Studies, CBC School Broadcasts 


Dept. 
GROUP I1!: Local organizations and local stations 
(less than 5 kw). 


Class 1: Directed to special interest groups. 
No awards. 


Class 2: Religious. 
No awards. 


Class 3: Cultural. 

First award: Minstrel of a Thousand Years, 
U. of Texas and KURV Edinburg, Tex., and 
Stars of Tomorrow, Div. of Music Education of 
Philadelphia Public Schools on WRCV Philadel- 
phia; no honorable mention. 


Class 4: Dealing with personal and social prob- 
lems. 

First award: Prison Document, University 
Broadcasting Service of Florida State U. over 
WFSU-FM Tallahassee; honorable mention: The 
Minds of Men, U. of Texas and KNOW Austin, 
Tex., and The Smoking and Health Issue, WAER 
Syracuse, N. Y. 

Class 5: Public affairs. 

First award: The Valley Health Story, WADS 
Ansonia, Conn.; no honorable mention. 

Class 6: Special one-time broadcasts. 

First award: Trial of General Porter, WUOM 
Ann Arbor, Mich., honorable mention: Listen 
to Los Angeles, KLAC Los Angeles. 

Class 7: Children and youth 
listening). 


First award: Stories ’N Stuff, WILL Champaign, 
Ill.; no honorable mention. 


(out-of-school 


Class 8: Designed for in-school use by pupils 
in primary grades. 

No awards. 

Class 9: Designed for classroom use by pupils 
in intermediate grades. 

First award: The Book Fair, educational KUSD 
Vermillion, S. D., and six commercial stations; 
honorable mention: History Writes a Song, Balti- 
more Public Schools and WBAL Baltimore. 

Class 10: Designed for in-school use by pupils 
in junior and senior high school. 

First award: It’s Your World, Indiana School 
of the Sky, Indiana U. Radio & Tv Service; 
honorable mention: Getting and Spending, also 
Indiana Schoel of the Sky, and Portraits for 
Today, also Indiana School of the Sky. 


KNX-KNXT (TV) Cited by AP 
For State Honors in California 


The California AP _  Television-Radio 
Assn. award for overall general excellence 
in news presentation this year went to KNX- 
KNXT (TV) Los Angeles. This was the 
top award of 79 conferred at the associa- 


tion’s annual in Sacramento 
May 10. 

KPRL Paso Robles and KSCO Santa 
Cruz took certificates of excellence in the 
AP news origination category. 

Other awards included: 


Excellence in news programs — KABC 
Los Angeles, KWIP Merced, KNXT and 
KBET Sacramento. 

Excellence in farm programs — KNX, 
KWIP and KBET. 

Excellence in sports programs — KCBS 
San Francisco, KNX, KCAL Redlands and 
KABC-TV Los Angeles. 

Excellence in special events — KNX, 
KACE Riverside, KTTV (TV) Los Angeles. 

Excellence in documentary — KNX, 
KACE, KNXT, and KBET Sacramento. 

Excellence in commentary—KPOL Los 
Angeles, KWKW Pasadena and KTTV. 


WMIX, WBBM Dominate Roster 
Of Illinois AP Assn. Awards 


Awards of the Illinois AP Radio Assn., 
given at the organization’s spring meeting, 
were dominated by WMIX Mount Vernon in 
the non-metropolitan division and WBBM 
Chicago among’ metropolitan _ stations. 
WMIX took two first places and WBBM 
three. 

Non-metropolitan stations named best in 
class: 

Local news show, WMIX; local farm 
show, WMIX; local special events coverage, 
WTVH (TV) Peoria; documentary, WTAX 
Springfield; editorial or commentary, WLPO 
La Salle, and general excellence of new pres- 
entation, WSOY Decatur. 

Metropolitan winners: 

Local news show, WMAQ Chicago; local 
farm show, WBBM; local sports show, 
WBBM; documentary, WBBM-TV Chicago; 
editorial or commentary, WMAQ, and gen- 
eral excellence of news presentation, WBBM- 
AM-TV. 


meeting 


WCMY Ottawa took a special certificate 
for outstanding cooperation in supplying 
news stories and tips to the AP. 

The association also elected officers at the 
meeting held concurrently with the Illinois 
News Broadcasters Assn. meeting at the U. 
of Illinois May 10-11. 
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PROGRAMS & PROMOTIONS 


‘Country America’ Celebrates 


Female principals of KABC-TV Los An- 
geles’ country-western music show, Country 
America (Sat., 7-8 p.m. PST), delivered 20 
picnic baskets to local newspaper-magazine 
executives on the show’s first anniversary 
May 1. The baskets contained products of 
Country’s sponsors wrapped in checkered 
cloths topped off with a country-style straw 
hat. 


RAB Details Radio-Movie Tie In 


Radio Advertising Bureau currently is 
distributing to members a five-page bulletin 
to stimulate campaigns by local movie ex- 
hibitors as tie ins with national movie pro- 
motion. The bulletin aims to “educate” 
stations to problems faced by movie ex- 
hibitors, equip members with advertising 
and promotional ideas as well as “how-to” 
tips on creating various types of commer- 
cials for specific movies; acquaint stations 
with the Council of Motion Picture Organ- 
izations Inc.-Motion Pictures Assn. of 
America national promotion campaign, and 
supply exhibitors with case histories from 
RAB files on successful use of radio for 
movie advertising. 


WIP Tapes It All Day and Night 


Everything that goes over the air on 
WIP Philadelphia is recorded on tape also, 
according to a recent announcement from 
the station. The tape project, made possible 
by a special SoundScriber recorder which 
can store 24 hours of playing time on one 
five-inch reel of tape, has “benefits and ad- 


vantages . . . [which] far outweigh the ex- 
pense involved,” according to Benedict 
Gimbel Jr., WIP president and general 
manager. 


Color Comes to Ark.-La.-Tex. 


The colorcasting of a style show from 
a Shreveport, La., department store April 
25 by KTBS-TV there reportedly was the 
first live color show in the area. The 
broadcast, lasting 45 minutes, was carried 
through remote facilities. 





MAYFLOWER Il, in port at Washing- 


ton, D. C., through mid-June, was 
visited by WITG (TV) Washington's 
Cap’n Tugg (c). He presents the sta- 
tion’s Popeye series from aboard the 
studio ship, Channel Queen (Mon.- 
Fri. 6:30-7 p.m.) and is pictured here 
with members of Mayflower’s crew. 
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KCOP (TV) To Take Up Doerfer’s 
‘Start Editorializing’ Plea 


Responding to the plea of FCC Chair- 
man John C. Doerfer for stations to voice 
their views on questions of importance 
[Leap Story, May 5], KCOP (TV) Los An- 
geles last week announced that within a 
month it will start editorializing. It is the 
first of the city’s seven tv stations to take 
such a position. (KMPC Los Angeles also 
is currently editorializing.) 

In making the announcement, Kenyon 
Brown, KCOP president, said that the sta- 
tion’s “policy will be to deal principally 
with local issues not guided by partisan 
principles.” Community interest will be the 
determining factor in the selection of ed- 
itorial topics, he stated. “Our editorials will 
not be applied to those subjects which do 
not stimulate conscientious debate. We ac- 
cept the FCC’s encouragement to develop 
editorials that provoke adult interest—pro 
and con.” 


Gardner Introduces Media Staff 


A pocket-size booklet explaining “Who’s 
Who in the Media Dept.” is being distributed 
by Gardner Adv. Co., St. Louis, to media 
representatives throughout the country. The 
booklet lists Gardner clients, media super- 
visors assigned to overall media supervision 
of specific accounts and various timebuyers 
—all designed to apprise media representa- 
tives of “who’s the best person for you to 
see” and to save time of media and agency 
representatives in personal contacts. 

Says Robert R. Riemenschneider, the 
agency’s media director: “While it is natu- 
rally our policy to encourage appointments, 
we are aware of the problems of the media 
representative, and we recognize that his 
time is just as important as ours.” Under 
Gardner policy, media supervisors work 
with time, space and outdoor buyers on 
specific media recommendations, and co- 
ordinate marketing information and media 
plans with client and agency personnel. 


KMOX-TV Books Army Footage 


KMOX-TV St. Louis soon will begin 
programming filmed interviews with area 
soldiers overseas. The footage is being 
secured, Leon Drew (KMOX-TV program 
director) announced, through the coopera- 
tion of Capt. Joseph D’Amico, public in- 
formation officer for the 11th Army Corps 
(Missouri-Illinois). The CBS-owned station 
thus reportedly becomes one of the first in 
the country to take advantage of a new 
Army service. The Army is shooting 90- 
‘second interviews overseas with men doing 
jobs considered interesting or outstanding, 
KMOX-TV explains. 


XEG Marathon Scores Communism 


Sen. James O. Eastland (D-Miss.), Maj. 
Gen. Charles A. Willoughby, former FBI- 
man Dan Smoot and Sword of the Lord 
editor Dr. John R. Rice, participated in an 
eight hour spectacular April 25 on XEG 
Monterrey, Mexico, which was beamed to 
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POPULACE POLLED 


Chattanooga is most proud of 
Lookout Mountain. Chattanooga’: 
scenery, beauty and tourist attractions 
are what its people boast about wher 
they travel. This was the prize-win 
ning reply in a contest which grew 
out of a request by Bruce Chapman 
Mutual’s Answer Man, that WAGC 
Chattanooga General Manager Johr 
Sanders fill him in on the city for ar 
upcoming program. 

Mr. Sanders and Tom Boylan, man 
ager of the Chattanooga Conventior 
and Visitors Bureau, decided to pass 
the questions on to the people via 
WAGC. A five-week “saturation” of 
daily announcements over the station 
followed. The resulting “hundreds of 
letters” required two weeks of read} 
ing by the Visitors Bureau which nar} 
rowed the field to approximately 4 
dozen which were submitted to the 
judges. 

First prize consisted of an expense: 
free trip for four to a Florida resort 
All contestants received free passes 
to the city’s leading scenic and historiq 
attractions. 











the U. S. The marathon was titled “Cqm- 
munism Shall Not Win” and was sponsojed 
by evangelist Billy James Hargis throtigh 
White Advertising Agency of Tulsa, accqrd- 
ing to the agency’s president, Pete White. 

This special XEG program was held| in 
connection with the current fund-raiging 
campaign for the sixth annual “Bible hat. 
loon Project,” in which portions of |the 
Bible are floated by balloons into I}on 
Curtain countries. 


WALT Buys the Champagne 


WALT Tampa, Fla., delivered magnijms 
of champagne to local advertising agen}:ies 
recently to celebrate the winning of tHree 
“major” national awards. The station won 
first place for audience promotion in 1))57 
and second place for sales promotion inj an 
annual competition sponsored by a natiqnal 
magazine. WALT also reported that it |vas 
notified by the National Safety Council {hat 
it was one of four Florida radio station to 
receive the NSC’s plaque for outstanding 
public service broadcasting in 1957. 


WSAI Praised for News Beat 


An editorial campaign on WSAI-AM-7M 
Cincinnati was considered responsible] by 
the stations in getting permission to carry 
the full hearings of a committee that fnad 
previously been announced as being held 
in camera. 

The killing of a fleeing Negro boyj by 
Cincinnati police was branded Bee 
brutality by the National Assn. for the |Ad- 
vancement of Colored People and the |zity 
set up a committee to examine the charles. 
WSAI-FM broadcast the hearings witlout 
comment; taped highlights were aired] on 








WSAI-AM by newscaster Al Schottelkotte 
in the evening. 

Under the two column head “WSAI 
Is Praised for News Beat,” the Cincinnati 
Enquirer reported that the stations “gave 
listeners an objective report on which they 
could base their own conclusions.” 


NBC-TV Focuses on ‘600 School’ 


NBC-TV will present a special filmed 
documentary May 25 (6:30-7:30 p.m.) on 
the 600 School, set up in New York to 
handle “difficult or problem” children. At 
Brooklyn Public School 613, Chet Huntley 
and reporter William Hill will interview two 
of the boys, a parent and members of the 
school administration, and will show class- 
room and other activities. 


CHUM Airs Weekend Holiday Hints 


CHUM Toronto, Ont., is airing a week- 
end travel format Holiday With CHUM, 
that starts at 4 p.m. Friday and continues 
at various times till midnight Sunday. The 
programming includes special road reports, 
data on fishing and hunting, weather fore- 
casts, safety messages and traffic reports 
from some 400 stations throughout the 
Ontario area. Holiday also carries special 
highway information from the Toronto po- 
lice department, travel tips, news about spe- 
cial events in southern Ontario, and special 
messages from government officials. The 
program is sponsored by a gasoline chain 
and a bakery. 
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Can a radio show stay off the air three 
months and keep audience and accounts 
intact? Tom McCarthy, Cincinnati radio 
personality for 20 years, kept both on the 
string from Jan. 30, when he resigned 
from WCPO Cincinnati, until April 28, 
when morning broadcasts from his farm 
resumed over WNOP Newport, Ky. 

Less than a week after leaving WCOP, 
the commentator bought space for a 
Tom McCarthy shoppers’ column in the 
Cincinnati Post. The column included 
advertisements by old radio sponsors 
who followed him into print. At the same 
time Mr. McCarthy recorded announce- 
ments and bought spots on Cincinnati 
stations WKRC and WSAI, telling listen- 
ers to look for him twice weekly on the 
radio page of the Post. In the column he 
kept readers posted about life on his 





LOYALTY TEST 


300-acre farm, site of his radio show 
for eight years. 

With the column established, Mr. Mc- 
Carthy went on to sign with WNOP 
across the Ohio River from Cincinnati 
to resume broadcasts to the Ohio Val- 
ley audience from his farmhouse. In 
the weeks between the time the new 
radio contract was. announced and the 
time he went on the air, Mr. McCarthy’s 
column promoted his new radio address | 
at WNOP. On April 28, he resumed his | 
two-hour front-porch broadcasts, with | 
some of the same sponsors, and on April 
30 the shoppers’ column was laid to rest. | 

Mr. McCarthy, a former columnist for | 
the old Washington Post, joined WCOP | 





in 1938, moving to WKRC in 1942 and 
back to WCPO in 1956. His resignation 
this year followed the station’s adoption 
of a new programming formula. | 





Veterinary Surgery on KWSC 


Some 250 veterinarians watched surgical 
operations on animals over closed-circuit tv 
on KWSC Pullman, Wash., the State College 
of Washington’s educational station. The oc- 
casion was the annual Spring Conference for 
Veterinarians and the fourth consecutive 
year that KWSC has used its cameras to 
show the conferees close ups of surgical tech- 
niques. The demonstration, running for more 
than four hours, was directed by Cal Watson, 
the college’s radio-tv services production 
manager; several of his class members helped 
produce the show. 


WBBN.-TV Tells of Public Service 


Broadcasts “in the public interest, conven- 
ience and necessity”—that’s the theme of a 
new booklet being circulated by WBBM-TV 
Chicago, calling attention to its community 
service efforts during 1957. According to 
the station, it carried some 1,239 programs, 
307 partial program features and 6,843 an- 
nouncements, totaling nearly 300 hours and 
valued at $2,406,949.69 last year. Public 
service activity encompassed several areas, 
including education, religion, government, 


agriculture, public welfare, national security, 
charities, civil defense, public safety and the 
various cultural arts. Among the programs 
cited: Orbit, Chicago Report, The Lord’s 
Staff, Camera Two, The Friendship Show, 
I'd Like to Be, Farm Daily, This Way Up, 
Operation New Horizon and Vision. 


KITO’s Klaas on ‘Rough’ Job 


A month’s vacation has been granted to 
Joe Klaas, merchandising-sales director, 
KITO San Bernadino, Calif., so that he can 
search for four beautiful girls in Louisiana. 
The assignment is in connection with the 
filming of Mr. Klaas’ book Maybe I’m Dead 
[PEoPLE, Nov. 11, 1957] that is currently 
at the 200,000 sales mark. The girls he se- 
lects will be considered for roles in the 
movie of the book and three other pictures. 
Mr. Klaas flew from Hollywood to New 
Orleans yesterday (Sunday) in a plane 
placed at his disposal by Mardi Gras Pro- 
ductions, Beverly Hills, Calif. Movie-tv 
stars James Whitmore, Robert Culp and 
Robert Ryan are recording appeals for girls 
with movie aspirations to come forward. 
The recording will be aired on various 
Louisiana stations. 
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WPTR Helps Preserve 1,000 Jobs 


A vigorous editorial campaign by WPTR 
Albany, N. Y., is credited by the station 
with having saved the jobs of about 1,000 
workers at the Naval Supply Depot in Scotia, 
N. Y. The Navy was in the process of shut- 
ting down the depot when WPTR, over the 
past several months, broadcast a series of 
daily one-minute editorials, pointing up the 
need for the depot in the Albany-Schenec- 
tady area. The Navy subsequently rescinded 
its order. Local 907, National Federation of 
Federal Employes thanked the station and 
reportedly commented, “We had not realized 
until the campaign the impact and power of 
radio in contrast to the printed word as a 
medium of communication.” 


KINSfolk Tour Town in Caravan 


A KINSland Caravan was organized by 
KINS Eureka, Calif., May 3 to publicize its 
change of call letters from KHUM [Sta- 
TIONS, May 5]. The caravan, consisting of 
the station’s disc jockeys and a band lead- 
ing a bevy of bathing beauties, toured KINS 
coverage area giving away gifts. 


CBC Film to be Shown at Brussels 


A half-hour documentary film program on 
the Peace River country of western Canada 
has been prepared by the Canadian Broad- 
casting Corp., for showing on the Belgian 
national television system, Institut Nation- 
al Belge de Television. Commentary will 
be in French:and Flemish. The film is to 
be televised in Belgium on August 25, the 
day set to honor Canada at the Brussels 
Universal and International Exhibition. 


WAQE Program ‘Unique Sound’ 


WAQE Towson, Md., formerly WTOW, 
conducted a heavy promotion and direct 
mail campaign when it changed call letters 
and format. The outlet is programming a 
sound “which features a_ well-balanced 
variety of standard and popular music with 
no rock ’n’ roll.” Intense local and world 
news coverage is also part of the station’s 
new sound, it was noted: The station’s 
slogan: “Wide-A WAQE.” 


WBAI (FM) Presents ‘Alice’ 


A special three-hour presentation of 
Lews Carroll’s classic, Alice In Wonder- 
land, was carried over WBAI (FM) New 
York May 10 (1-4 p.m. EST). It was read 
and sung by actor Cyril Ritchard, with an 
original music score by Alec Wilder played 
by the New York Woodwind Quintet. 


Piscatorial Promotion From KNX 


The opening of the fishing season is ob- 
served by KNX Los Angeles by tagging 20 
trout in a local lake with the station’s call 
letters. Fishermen who snag the marked fish 
are awarded a new fishing rod, reel and ac- 
cessories. The station reports two trout al- 
ready have been caught. 
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KMLA (FM) Answers Fm Skeptics 


FM time salesmen, after years of trying 
to prove that anyone who owns an fm set 
uses it, now have to contend with the argu- 
ment that “well, maybe people do tune in 
fm but only for background music—no one 
really listens to it.” For such skeptics, 
KMLA (FM) Los Angeles found an answer. 
One 30-second announcement offering pro- 
gram information for Scores and Encores 
(melodies of top Broadway musicals) pulled 
172 requests in less than a week. The mailing 
list for advance Scores and Encores informa- 
tion reportedly tops 800 families in over 
100 Southern California communities. 


‘Word of Life’ Set for Garden 


Mutual’s Word of Life Hour (Sat., 7:30- 
8 p.m.) celebrates its 18th anniversary on 
the air June 7 with a special program at a 
rally in Madison Square Garden. Originated 
by lay preacher Jack Wyrtzen in 1939, the 
program is inspirational in content and 
aimed at the youth of America. The sponsor 
is Word of Life Fellowship, New York, 
with Walter F. Bennett Co., Philadelphia, 
the agency. 


Jones Issues List of Stations 

Vane A. Jones Co., Indianapolis, is offer- 
ing stations bulk shipments of its new quar- 
terly publication Jones North American 
AM-FM Radio-Tv Station Listings. The 
publication lists more than 5,000 stations in 
the U. S. and possessions, Canada, Cuba, 
Mexico and the West Indies. The back 
cover is blank so that stations may over- 
print their program schedule or other local 
information. Single copy: 50 cents; 50 cop- 
ies: $16.50; 100: $30; 1,000: $250. 


Danish Debuts on KRHM (FM) 


Tuborg Breweries Ltd., Copenhagen, Den- 
mark, made its broadcast debut last week 
by assuming sponsorship of Around the 
World in Hi-Fi on KRHM (FM) Los An- 
geles, Wed.-Sun., 6-7 p.m. To herald the 
five-hours-a-week account, KRHM is broad- 
casting all of its station breaks in Danish 
for a full week. Frank Evans, host of the 
program, and Paul Skjoldborg, special Los 
Angeles representative of the Danish brew- 





QUID PRO QUO 


The cultural exchanges in the news 
gave KING Seattle and CKWX Van- 
couver, B. C., an idea to get interna- 
tional publicity for civic events in their 
areas. Disc jockeys Jim French 
(KING) and Bill Davis (CKWX) 
each crossed the border to swap sta- 
tions and shows for three days. Mr. 
French promoted Seattle’s Seafair 
(built around the Gold Cup hydro- 
plane races) from behind CKWX’s 
turntables, while Mr. Davis plugged 
British. Columbia’s 12-month centen- 





nial celebrations on Mr. French’s 
KING’s Open House. 
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HARRY S. TRUMAN’S daily walk was 
interrupted one morning during his 
visit to Yale U. by “Happy,” WNHC- 
TV New Haven’s clown. Happy, who 
is seen on the station Monday-Friday, 
10 a.m., gave the ex-President some 
toys for his grandson, Clifton Daniel. 











ery, have cut special station promotion 
spots. Business was placed by Erwin Wasey, 
Ruthrauff and Ryan, N. Y. 


On-Air Plugs Save Philly Fair 


Philadelphia’s radio-tv stations last week 
staged a combined public service effort to 
help the City Fair recover from being a 
washout. 

Four days of continual rain had con- 
siderably dampened the city’s effort at honor- 
ing its 28,000 employes (in whose honor 
the fair is given), so Philadelphia’s Div. of 
Public Information invited all 17 radio-tv 
outlets—including fm and non-commercial 
—to an emergency meeting. It was decided 
to continue the fair into the following week 
and the stations agreed to promote the 
event to the hilt. Personalities from the 
stations also promised to appear at the 
fair. 

The Div. of Pubic Information reports 
that city officials are so pleased at the in- 
terest shown in the fair following the broad- 
casters’ plugs that they plan to use the 
medium extensively again next year. 


WMGM Renames Great White Way 


Times Square, New York City, was 
changed (temporarily) to Happiness Ex- 
change Square by WMGM there as part 
of the celebrations for Big Joe Rosenfield’s 
ninth anniversary on the air. Mr. Rosen- 
field, whose Happiness Exchange is heard 
on WMGM midnight-3 a.m., was assisted 
at the renaming ceremony by playwrights 
Howard Lindsay and Russel Crouse. 


How Not to Be a Sucker—WJBK-TV 


Local tie-ins with the rackets exposed on 
WJBK-TV Detroit’s Racket Squad are given 
by William :J. Hathaway, assistant prosecut- 
ing attorney for Wayne County. At the end 
of each Monday, Wednesday and Friday 
show he appears for 90 seconds live to cite 
a similar local case and point out how to 
avoid becoming involved. 





KABC Contest ‘Mystifies’ 


A “Mystery Voice” contest on KABC Los 
Angeles got underway last week with en- 
trants required to identify a mystery voice 
and tell in 25 words or less why the listener 
“has switched to KABC for . . . radio en- 
tertainment.” The first prize in the contest, 
to run' through May 19, will be a two-week 
Hawaiian vacation, including a cruise to 
the islands aboard the S. §. Lelani and other 
features. 


More ‘Victory’ Music Coming 


A second volume of Richard Rodgers’ 
music originally scored for Victory at Sea, 
tv film series distributed by Victory Pro- 
gram Sales Div. of California National 
Productions, will be issued this September 
by RCA Victor. The first volume, recorded 
by Robert Russell Bennett with the NBC 
symphony orchestra, was a best seller. Mr. 
Bennett will record other sections from the 
scoring of the 26-episode series for the 
second volume. 


Tv Goes Into Baltimore Court 


Television coverage of a federal court 
proceeding was permitted for the first time 
in Baltimore May 1 when WMAR-TV that 
city recorded the entire proceedings in 


‘connection with observance of “Law Day, 


U. S. A.” Forty-five new citizens were 
naturalized. 
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DOLLAR 
MARKET* 


AND CHANNEL 3 
KTBS-TV 
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ARB — Nielson prove it! 
Ask your Petry man for details 


*, . . 46 counties and 
NBC parishes in East Texas, 
South Arkansas and North- 
ABC 


west Louisiana. 
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HOWARD B. HAYES 
Vice President and General Manager 


Like Hundreds 
of Broadcasters .. . 


Vice President and 
General Manager 


HOWARD B. HAYES 


WOKO 


Albany, N. Y. 
and 
Chief Engineer 


LLOYD W. SNOWDEAL 


Selected 
STAINLESS TOWERS 





LLOYD W. SNOWDEAL, Chief Engineer 


LEARN WHY MANY BROADCASTERS CHOOSE 
STAINLESS TOWERS 
Call or Write 


for Informative 
Literature. 





Stainless, inc. 
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Station Authorizations, Applications 
As Compiled by BROADCASTING 
May 8 through May 14 


Includes data on new stations, changes in existing stations, ownership changes, hearing 
cases, rules & standards changes and routine roundup. 


Abbreviations: 


DA—directional antenna. c 
mit. ERP—effective radia 
high frequency. uhf—ultra hig 
—antenna. aur.—aural. vis.— 
watts. w—watt. mc—megacycles. 


onstruction per- 
wer. vhf—ve 
frequency. an’ 
kw—kilo- 
D—day. N— 


night. LS — local sunset. mod. — modification 
trans.—transmitter. unl.—unlimited hours. ke— 
kilocycles. SCA—subsidiary communications an- 
thorization. SSA—special service authorization 
STA—special temporary authorization. *—edug¢, 





New Ty Stations 


ACTION BY FCC 


Portland, Ore.—Trans-Video Co. of Oregon— 
Granted ch. 27 (548-554 mc) ERP 19.2 kw vis., 10.4 
aur.; ant. height above average terrain 1,000 
ft, above ground 229.4 ft. Estimated construction 
cost $47,270, first vear operating cost $96,250, 
revenue $110,000. P. O. address 1220 S. W. Stark 
St., Portland 5, Ore Studio and trans location 
Portland, Ore. Geographic coordinates 45° 30’ 00” 
N. Lat., 122° 42° 30” W. Long. Trans. RCA, ant. 
GE Legal counsel C. E. Wheelock, Portland, Ore. 
Consulting engineer —7 Matson, Portland, 
Ore. Owners are Wallace J. Matson (55.5%) and 
others. Mr. Matson, electrical engineer, also has 
real estate interests Announced May 8. 


APPLICATIONS 
Clearwater, Fla.—West Coast Telecasting 
Corp., uhf ch. 32 (578-584 mc); ERP 8.93 kw 


vis., 5.12 kw aur.; ant. height above average 
terrain 282.7 ft., above ground 297.15 ft. Esti- 
mated construction cost $130,534, first year op- 
erating cost $60,000, revenue $75,000. P. O. ad- 
dress 26 anson Arcade Bidg., Clearwater. 
Studio-trans. location 121 N. Osceola Ave. Geo- 
raphic coordinates 27° 58’ 00” N. Lat., 82° 48’ 04 
W. Long. Trans-ant. GE. Legal counsel Maurice 
Barnes, Washington. Consulting engineer John 
Mullaney, Washington. Thus far there are 11 
stockholders owning total of 50%. Announced 
May 9 

Waycross, Ga.—State Board of Education,* vhf 
ch. 8 (180-186 mc); 316 kw vis., 158 
kw aur.; ant. height above average terrain 1032 
ft., above ground 1086 ft. Estimated construction 
cost $418,000, first year operating cost $82,000. 
P. O. address Room 219, State Office Bldg., 
Atlanta. Studio location 1007 Mary St., Waycross. 
Trans. location 2.5 miles S. of Hasty, in Wares- 
boro. Geographic coordinates 31° 13’ 12” N. a 
82° 34’ 26” W. Long. Trans.-ant. RCA. Legal 
counsel Krieger & Jorgensen, Washington. Con- 
sulting engineer A. arl Cullum Jr., Dallas. 
Announced May 8. 


Existing Tv Stations 


CALL LETTERS ASSIGNED 


KEZY (TV) San Diego, Calif.—Sherrill Cor- 
win, ch. 27. 

KSMP-TV Minneapolis, Minn.—United Tele- 
vision Inc., ch. 9. Changed from KSMP (TV), 
effective May 13. 

WSOK-TV Cincinnati, Ohio—Robert Rounsa- 
ville, ch. 54. Changed from WQXN-TV, effective 
May 1. 


Translators 


ACTIONS BY FCC 


Mohave County Board of Supervisors, Chlorid 
and Big Sandy Valley-Hualpai Mt. Park, Ariz.— 
Granted eps for two new tv translator stations; 
one on ch. 74 to translate programs of KLRJ- 
(ch. 2), Henderson, Nev., and other on ch. 75 
to translate programs of KTVK (ch. 3), Phoenix. 
Announced May 8. 

Canby T. V. Club, Canby, Calif—Granted cp 
for new tv translator station on ch. 76 to trans- 
late programs of KVIP-TV (ch. 7), Redding. 
Announced May 8. 

Conewango Valley Tele., Inc., North Warren, 
Pa.—Granted cp for new tv translator station 
on ch. 74 to translate programs of WJAC-TV 
(ch. 6), Johnstown. Announced May 8. 


New Am Stations 


ACTIONS BY FCC 


Claxton, Ga.—Evans County Bestg. Co.—Grant- 
ed 1470 Ke, 1 kw D. P. O. address 705 Second St., 
Vidalia, Ga. Estimated construction cost $10,921, 
first year operating cost $36,000, revenue 000. 
Howard Gilreath, sole owner, is manager, OP 
Vidalia. Announced May 9. 


Albany, Ky.—Albany Bestg. Co.—Granted 1399 
ke, 1 kw D. P. O. address % Cecil Speck, Albany, 
Estimated construction cost $12,666, first year 
operating cost $36,000, revenue 8,000. Equal 
partners are Wallace Allred and Cecil Speck, 
who have theatre interests. Announced May 8, 

Clare, Mich.—Gateway to the North Bestg, 
Corp.—Granted 990 kc, 250 w unl. P. O. address 
% John E. Cobb, 436 W. Fifth St., Clare. Esti- 
mated construction cost $13,385, first year op- 
erating cost $33,000, revenue $43,000. Principals 
are 44 owners, Mr. Cobb, local furniture store 
employe, and Dan and Genevieve McDonald, 
operators of automobile sales-service firm. An- 
nounced May 8. 


Babylon, N. Y.—WGLI Inc.—Granted 1290 ke, 
1 kw unl. P. O. address Livingston at Madison 
Ave., Babylon. Estimated construction cost $54. 
512, first year operating cost $58,000, revenue 
$78,000. Principals are: Pres. William H. Reuman 
(30%), president of WWRL-AM-FM Woodside, 
N. -; Vice pres. Benton R. Bartlett (10%), 
WWRL chief engineer; Treas. Fred Barr (30%), 


WWRL program manager, and Secy. Edith Dick 
(9%), executive secy. of W Announced 
ay 8. 


Farmville, N. C.—Atlantic Bestg Corp.—Grant- 
ed 1050 kc, 250 w D. P. O. address % Bert M. 
Montague, Box 1841, Raleigh, N. C. Estimated 
construction cost $20,496, first year operating cost 
$26,500, revenue $31,500. Mr. Montague, assistant 
to Chief Justice of Supreme Court of North 
Carolina, J. A. Raines, stockholder WCDJ Eden- 
ton, N. C., and Ray A. Childers, president WCDjJ, 
are equal partners. Announced May 8 

Murphy, N. C.—James Childress—Granted 1390 

eC, w D. P.O. address 34 Maxwell St. 
Asheville, N. C. Estimated construction cost 
$11,761, first year operating cost $30,000, revenue 

42,000. Sole owner Childress also owns 25% of 
WMSJ Sylva, N. C. Announced May 9 


Lorain, Ohio—Sanford A. Schafitz—Granted 
1380 kc, 500 w daytime. P. O. address Box 150, 
Farrell, Pa. Estimated construction cost $11,650, 
first year operating cost $36,000, revenue $40,000. 
Mr. Schafitz is owner WFAR Farrell, Pa. An- 
nounced May 8. 


APPLICATIONS 


Denver, Colo.—Robert Cahill 1470 kc, 1 kw D. 
P. O. address 350 Sansome St., San Francisco. 
Estimated construction cost $53,149, first year 
operating cost $54,000, revenue $65,000. Sole 
owner Cahill, construction executive, also has 
applied for new am cp in Gatesville, Tex. An- 
nounced May 14. 


Miami, Fla.—Continental Telecasting Corp. 
860 kc, 1 kw D. P. O. address 1050 Montecito Dr., 
Los Angeles. Estimated construction cost ,474, 
first year ———s cost $75,000, revenue $90,000. 
Applicant, licensee of KD-AM-FM Los An- 
geles, is owned by Albert Zugsmith (56.4%) and 
others. Mr. Zugsmith’s other broadcast interests: 
KVSM San Mateo, Calif. (37.5%); KBMI Hender- 
son, Nev. (1712%); REX-TV Rockford, I. 
(25%), and KULA-AM-TV Honolulu (25%). An- 
nounced May 8. 

Bellefonte, Pa—Bald Eagle-Nittany Bestrs. 
1390 kc, 500 w D. P. O. address Box 888, State 
College, Pa. Estimated construction cost $14,940, 
first year operating cost $36,000, revenue $40,000. 
Owners are W. K. Ulerich (60%) and others. Mr. 
Ulerich owns 38% of WMAJ State College, Pa. 
and 21% of Progressive Publishing Co., which 
is licensee of WCPA Clearfield, Pa. and WJCM 
Sebring, Fla. Announced May 9. 


State College, Pa.—Suburban Bestg. Corp. 1390 
ke, 500 w D. P. O. address 4201 efferson St., 
Hyattsville, Md. Estimated construction cost $18,- 
173, first year operating cost $36,000, revenue 
$48,000. Leon Pamphilon, employe of U. S. Gov- 
ernment, will own approximately 53%. An- 
nounced May 14. 

Shelbyville, Tenn.—Bedford County Bestg. Co. 
1580 kc, 1 kw D. P. O. address Box 18, Pleasant 
Hill, Tenn. Estimated construction cost $19,722, 
first year operating cost $25,000, revenue $29,000. 
Mrs. Juanita C gham, sole owner, formerly 
assisted with her now deceased husband’s lum- 
ber business. Announced May 14. 

White River Junction, Vt.—White River Enter- 
prises Inc. 910 kc, 1 kw D. P. O. address % Alfred 
Guarino. Estimated construction cost $18,336, first 
year operating cost ,000, revenue $35,000. 
Owners are r. and Mrs. DuRay Smith Jr. 
(each 25%) and Mr. and Mrs. P Smith Jr. 
244% each). The former are retired. Philip 

mith is announcer- program director, WTSV 
Claremont, N. H. Announced May 14 
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FCC’s TIME TO REST 


August is a sabbatical month at the 
FCC. “As has been its practice of the 
past several years,” the Commission 
announced, there will be no hearings 
or oral arguments during August, with 
the exception of one meeting at a 
date yet to be determined. Different 
commissioners will be present during 
summer’s warmest month to keep the 
agency’s machinery oiled, but the re- 
cess will still stand, said the FCC, as 
a “convenience to vacation and other 
planning by those who do business 
with the Commission.” 














Existing Am Stations 


ACTIONS BY FCC 


WGWC Selma, Ala.—Granted vey Re from unl. 

time to specified hours. Announced May 8. 
WICC’ Bridgeport, Conn.—Designated for 

hearing application to increase power on 600 
ke from 500 w, 1 kw-LS, DA-2, to 1 kw, 5 kw-LsS, 
DA-2, with change in DA pattern; made WEEI 
ee Mass., party to proceeding. Announced 
May 

Wric Hazard, Ky.—Granted change of facil- 
ities from 1430 ke, 1 kw D, to 1390 kc, 5 kw D; 
remote control permitted. Announced May 8. 

WFGM Fitchburg, Mass.—Granted change of 
facilities from 1580 kc, 1 kw D, to 960 kc, 1 kw 


DA-2 ne engineering conditions. Announced 
May 8. 
WGUY Bangor, a he ! letter, denied request 
for waiver of Sec. 1.354 (h). Announced May 8. 
WJMB Brookhaven, Miss.—Granted change 
— A os time to specified hours. Announced 
ay 8. 


WORD Spartanburg, S. C.—Is being advised 
that application for transfer of control to 


WMRC Inc., indicates necessity of hearing. An- 
nounced May 8. 


KIWW San Antonio, Tex.—Granted change of 
facilities from 1540 kc, 250 w D, to 1310 ke, 5 
= DA-D; engineering conditions. Announced 

ay 8. 


APPLICATIONS 


KDAY Santa Monica, Calif.—Mod. of cp (auth. 
increase in power, install DA-D and new trans.) 
to make changes in direction ant. pattern. An- 
nounced May 14. 

WLSI Pikeville, Ky.—Cp to increase power 
from 1 kw to 5 kw and install new trans. An- 
nounced May 8. 

WHLM Bisomsbure, Pa.—Cp to increase power 
from 500 w to 1 kw and make changes in day- 
time directional ant. pattern. Announced May 14. 

WLAT Conway, S. C.—Cp to increase power to 
5 kw and install new trans. Announced May 13. 

KVEL Vernal, Utah—Cp to change frequency 
from 1250 kc to 79@ kc; make changes in ant. 
(increase height) and changes in ground system. 
Announced May 14. 


New Fm Stations 


ACTIONS BY FCC 


San Francisco, Calif—RKO Teleradio Pictures 
Inc.—Granted 106.1 mc 71 kw unl. P. O. address 
1313 North Vine St., Hollywood 28, Calif. Esti- 
mated construction cost $53,772, first year op- 
erating cost $13,050, revenue none. Tele- 
radio Pictures Inc., also owns WOR-AM-FM-TV 
New York, WNAC-AM-FM-TV Boston, KHJ- 
AM-FM-TV Los Angeles, KFRC San Francisco, 
WHBQ-AM-TV Memphis, Tenn., and WGMS- 
AM-FM Washington, D. C. RKO Teleradio also 


owns Don Lee and Yankee Networks. An- 
nounced May 8. 
Haverhill, Mass—WHAV Bcestg. Co. Inc.— 


Granted 92.5 mc, 20 kw unl. P. O. address 30 
How St., Haverhill. Estimated construction cost 
$13,795, first year operating cost $2,000, ae 
$5, Applicant is also licensee of WHA 
Haverhill, Announced May 8. 

Austin, Tex.—University of Texas*—Granted 
90.7 me, 4.1 kw. P. O. address Box 8038, Austin. 
Announced May 8. 


APPLICATIONS 


Athens, Ala.—Athens Bestg. Co. Inc., 104.3 mc, 
1.056 kw. P. O. address Box 386, Athens. Esti- 








mated construction cost $7,206, first year op- 
erating cost $4,200, revenue $4,500. Applicant is 
licensee of WJMW Athens. Announced May 14. 

San Mateo, Calif.—San Mateo Bestg. Co., S017 
me, 3.44 kw. P. O. address 517 Vista Dei Mar 
Dr., Aptos, Calif. Estimated construction cost 
ayy first year operating cost $23,600, revenue 

000. Sole owner Grant Wrathall and his 
—_ own KSAY San Francisco. Announced 


Lancaster, Ohio—Hocking Valley Bestg. Corp., 
95.5 me, 15.9 kw. P. O. address % WHOK Lan- 
caster. Estimated construction cost $22,000, first 
year operating cost $17,295, revenue $24,018. Ap- 
plicant is licensee of WHOK Lancaster. An- 
nounced May 14. 

Lubbock, —Tex.—Jack Blankenship, 96.3 mc, 
3.59 kw. P. O. address 503 Great Plains Life Inc. 
Blidg., Lubbock. Estimated construction cost 
$13,245, first year operating cost $15,000, revenue 
$15,000. Sole owner Blankenship is in commer- 
cial music and radio paging. Announced May 14. 


Existing Fm Stations 


CALL LETTERS ASSIGNED 


KBIQ (FM) Los Angeles, Calif—KPLA Inc., 
104.3 we. Changed from KPLA (FM). 
KAJS —. Newport Beach, Calif.—Arnold 
Stone, 103.1 m 
KVFM VFM (FM). ‘San Fernando, Calif—Valley Fm 
Bestg. Co., 94.3 mc. 
WGHJ-FM Lawrence, Mass.—Lawrence Bestg. 
Co., 93.7 mc. Changed from WCCM-FM. 
. ey (FM) Lincoln, Neb.—Herbert Burton, 
5.3 mc. 
“kt toe (FM) Youngstown, Ohio—Myron Jones, 
1 me. 
WPEL-FM Montrose, Bestg. 
Corp., 96.5 me. 


Pa.—Montrose 


Ownership Changes 


ACTIONS BY FCC 


KTKN Ketchikan, Alaska—Granted assign- 
ment of license to br ae Sun ee Co. 
(KABI Ketchikan, KFAR-AM-TV Fairbanks, 
and KENI-AM-TV Anchorage; consideration 
$50,000; conditioned that assignment not be con- 
summated until : has disposed of KABI. 
Announced Ma 


ay 8 
KRUX Glendale, Ariz—Granted assignment 


of license to Don G. and Otilie Owsley; consid- 
eration $200,000. Announced May 8. 


























EASTERN CENTRAL MIDWEST SOUTH SOUTHWEST WEST 
NEW ENGLAND 500-WATT FULLTIME ARKANSAS ROCKY NORTHERN 
INDEPENDENT DAYTIMER REGIONAL DAYTIMER MOUNTAIN CALIFORNIA 
$115,000 $195,000 $650,000 $85,000 $100,000 $230,000 
Single-station mar- | 260,000 people in | #1 station in metro- | 1 kw. Single-station}] 500 w. fulltime re- | Kilowatt fulltime in 
home county. Adja- | politan market. i l. Only stati 
Ket. Low overhead. | vont to one of U.S, | $100,000 in cash and | market. Good fre- eggnog ‘Fine | excelient diversified 
_ este rgest markets. | account receivables uency. Netting over|| Tecord of earnings. | apricultural and in- 
minded owner-man- | 4j gh potential. | to go along with q . 29% down and 5- 
ager. Mostly cash wanted. | deal. $20,000 per year. | year payout. dustrial market. 
| M ,) 3 K | 
Washington, D. C. Cleveland Chicago Atlanta Dallas San Francisco 
1737 DeSales St., N. W. 2414 Terminal Tower © Tribune Tower 1515 Healey Bldg. Fidelity Union Life Bldg. 111 Sutter St. 
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Planning 


a Radio 
Station ? 









RCA can help you with equip- 
ment and planning. For exam- 
ple, three basic floor plans, 
for three different size sta- 
tions illustrate how the very 
latest equipment can be 
arranged to perform effi- 
ciently with a minimum of 
capital and personnel. 
































Complete brochure, including 
floor plans, equipment require- 
ments and discussion of current 
trends now available. For your 
free copy, write to RCA, Dept. 
FC-22, Building 15-1, Camden, 
NJ. 
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FOR THE RECORD continuep 





LICENSED (all on air) 

CPs ON AIR (new stations) 

CPs NOT ON AIR (new stations) 
TOTAL AUTHORIZED STATIONS 


TOTAL APPLICATIONS FOR NEW STATIONS 


LICENSES DELETED 
CPs DELETED 


licenses. 


longer in operation and one which no 
4a 





COMMERCIAL STATION BOXSCORE 
As Reported by FCC through April 30 


APPLICATIONS FOR NEW STATIONS (not in hearing) 
APPLICATIONS FOR NEW STATIONS (in hearing) 


APPLICATIONS FOR MAJOR CHANGES (not in hearing) 
APPLICATIONS FOR MAJOR CHANGES (in hearing) 
TOTAL APPLICATIONS FOR MAJOR CHANGES 


SUMMARY OF STATUS OF AM, FM, TV 
Compiled by BROADCASTING through May 14 


ON AIR cp TOTAL APPLICATIONS 
Lic. Cps Not on air For new stations 
AM 3,196 48 
FM 521 21 82 66 
TV (Commercial) 415* 96° 107 129 
OPERATING TELEVISION STATIONS 
Compiled by BROADCASTING through May 14 
VHF UHF TOTAL 
COMMERCIAL 425 86 siY 
Non-COMMERCIAL 24 7 3 hy 


a There are, in addition, eight tv stations which are no longer on the air, but retain their 
2 There are, in addition, 35 tv L gong | which were on the air at one time but are no 
ere have been, in addition, 177 television cps granted, but now deleted (33 vhf and 
Mt there has been, in addition, one uhf educational tv station granted but now deleted. 





AM FM Tv 
3,196 521 415° 
43 19 96° 
82 80 106 
PF 4 620 661 
430 46 74 
107 14 54 
S37 60 128 
252 22 41 
34 0 14 
286 22 55 
0 2 0 

1 1 3 


rted operation. 








KFPW Fort Smith, Ark.—Granted assignment 
of license to George T. Hernreich; consideration 
$75,000. Announced May 8. i 

KOWL Bijou, Calif—Granted assignment of 
license to Tahoe Bestrs. Inc. (Ed J. Frech, pres- 
ident, and another stockholder, have minority 
interests in KFRE-AM-FM-TV Fresno); con- 
sideration $41,453. Announced May 8. 

KEAP Fresno, Calif.—Granted assignment of 
license from B. L. Golden to KEAP Bestg. Co. 
Inc. (Herbert J. Edelman, president; subscriber 
Howard L. Tullis has interest in KAFY Bakers- 
field and KFXM San Bernardino, and Mortimer 
W. Hall owns KLAC Los Angeles); considera- 
tion $150,000. Announced May 8. aks 

WBIL Leesburg, Fla.—Granted acquisition of 
positive control by Duane F. McConnell (now 
144 owner) through purchase of additional 43 in- 
terest from Clyde T. Hodgson; 

,000. Announced May 8. : 

WAHR-AM-FM Miami, Fla.—Granted assign- 
ment of licenses from Alan H. and Yvette Rosen- 
son to Community Service Bestrs. Inc. (Fred L. 
Bernstein, resident); consideration $150,000. 
Comr. Lee dissented. Announced May 8. 

WFOM Marietta, Ga.—Granted assignment of 
license from Fred B. Wilson and Albert L. Jones 
to Woofum Inc. (Mr. Jones sole stockholder); 
consideration $95,000 for Mr. Wilson’s 34 interest, 
also Mr. Jones to pay $15,000 to assignee corpora- 


consideration 


8 ears eennansannnnnenienne 


Southwest 
$835.000.00 


Local fulltimer in three-station 
market. This property has suffered 
from absentee ownership and is 
ideal opportunity for owner-opera- 
tor. $20,000 down. 
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WASHINGTON, D. C. 
James W. Blackburn 
Jack V. Harvey 
Washington Building 

STerling 3-4341 






sr 





Exclusive with 


Blackburn & Company 


NEGOTIATIONS @ FINANCING @ APPRAISALS 
ATLANTA 
Clifford B. Marshall 
Stanley Whitaker 
Healey Building 
JAckson 5-1576 


tion. Announced May 8. 

KCLN Clinton, lowa—Granted transfer of con- 
trol from John R. Livingston, Errett G. Zendt 
and Kenneth M. Parker to Rock River Bestg. Co. 
(W. E. Walker, president, has interest in WMAM 
and W 'V-TV Marinette, Wis.; WBEV Beaver 
Dam, Wis., and other stockholders have various 
radio interests); consideration $600 for 75%, plus 
agreement to pay Mr. Livingston, as trustee for 
shareholders of licensee corporation, $15,000 for 
liabilities. Announced Ma L 

WAIN Columbia, Ky —Granted acquisition of 
positive control by S. C. Bybee (now 49% owner) 
through purchase of additional 1.7% interests 
from Roy Stotts for $600. Announced May 8. 

KENT Shreveport, La.—Granted assignment of 
license to Radio Shreveport Inc. (Troy Kaichen 
sole stock owner); consideration $110,000 and 
assignor to be employed for five years as con- 
sultant for $50,000. Announced May 8. 

_WKBX Corinth, Miss.—Granted assignment of 
license to Rebel Radio Inc. (C. H. Quick, presi- 
dent, has interest in WSUH Oxford, Miss.); con- 
sideration $50,000. Announced May 8. 

WAZF Yazoo City, Miss.—Granted transfer of 
control from E. 0. Roden, W. I. Dove and G. A. 
Pribbenow to David B. Highbaugh; considera- 
— ee. Comr. Lee dissented. Announced 


ay 8. 
KIMO Independence, Mo.—Granted assignment 


Midwest 
$80.000.00 


This single-station market prop- 
erty has excellent potential for 
both earnings and capital gain. 
Minimum $30,000 cash required 
with good terms on balance. 


CHICAGO 
H. W. Cassill 
William B. Ryan 
333 N. Michigan Avenue 
Financial 
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JANSKY & BAILEY INC. 
ve Offices 
735 De Sales St. N. W. ME. 8-5411 
and Laboratories 

1339 Wisconsin Ave., N. W. 
ashington, D. C. FEderal 3-4800 
Member AFCCE* 


JAMES C. McNARY 
Consulting Engineer 
National Press Bldg., Wash. 4, D. C. 
Telephone District 7-1205 
Member AFCCE* 


—Established 
PAUL GODLEY CO. 


Upper Montclair, N. J. Pilgrim 6-3000 
Laboratories, Great Notch, N. J. 
Member AFCGE ®* 


1926— 


GEORGE C. DAVIS 
CONSULTING ENGINEERS 
RADIO & TELEVISION 
501-514 Munsey Bldg. STerling 3-0111 
Washington 4, D. C. 
Member AFCCE* 











mercial Radio Equip. Co. 
Everett L. Dillard, Gen. Mgr. 
ATIONAL BLDG. DiI. 7-1319 
WASHINGTON, D. C. 
0. BOX 7037 JACKSON 5302 
KANSAS CITY, MO. 
Member AFCCE® 


A. D. RING & ASSOCIATES 
30 Years’ Experience in Radio 
Engineering 
Pennsylvania Bldg. Republic 7-2347 
WASHINGTON 4, D. C. 
Member AFCCE®* 


GAUTNEY & JONES 
CONSULTING RADIO | ENGINEERS 
1052 Warner Bldg. Niitional 8-7757 
Washington 4,}). C. 

Member AFC¢ E° 





Lohnes & Culver 

MUNSEY BUILDING DISTRICT 7-8215 

WASHINGTON 4, D. C. 
Member AFCCE®* 








TING 











RUSSELL P. MAY 


1 14th St., N. W. Sheraton Bldg. 
asthington 5, D. C. REpublic 7-3984 


Member AFCCE®* 


L. H. CARR & ASSOCIATES 
Consulting 
Radio & Television 
Engineers 
Washington 6, D. C. Fort Evans 


1000 Conn. Ave. Leesburg, Va. 
Member AFCCE®* 





PAGE, CRE@'TZ, 
STEEL & WALDSCHMITT, INC. 


Communications | 3ldg. 

710 14th St., N. W. tecutive 3-5670 
Washington 5, §. C. 

Member AFCQE* 





KEAR & KENNEDY 

1302 18th St.,N. W. Hudson 3-9000 

WASHINGTON 46, D. C. 
Member AFCCE* 








A. EARL CULLUM, JR. 
CONSULTING ENGINEERS 
INWOOD POST OFFICE 
DALLAS 9, TEXAS 
LAKESIDE 8-6108 
Member AFCCE® 


GUY C. HUTCHESON 
P. O. Box 32 CRestview 4-8721 
1100 W. Abram 
ARLINGTON, TEXAS 


ROBERT M. S#.LIMAN 
John A. Moffet—Associate 
1405 G St., Nj W. 
Republic 7-6446 
Washington 5,}D. C. 
Member AFCQE* 


LYNNE C. SMEBY 


CONSULTING ENGINEER AM-FM-TV 
7615 LYNN DRIVE 
WASHINGTON 15, D. C. 
Oliver 2-8520 














ya 





EO. P. ADAIR ENG. CO. 
Consulting Engineers 
Radio-Television 
Communications-Electronics 
610 Eye St., N.W., Washington, D. C. 


ecutive 3-1230 Executive 3-5851 
Member AFCCE® 





WALTER F. KEAN 
CONSULTING RADIO ENGINEERS 
Associates 
George M. Sklom, Robert A. Jones 
1 Riverside Road—Riverside 7-2153 
Riverside, Ill. 

(A Chicago suburb) 





WILLIAM E. BENNS, JR. 
Consulting Radio| Engineer 
3802 Military Rd., N. Wj. Wash., D. C. 
Phone EMerson }'-8071 
Box 2468, Birmingham, Ala. 
Phone STate 742601 
Member AFCQE® 


HAMMETT & EDISON 
CONSULTING RADIO ENGINEERS 


BOX 68, INTERNATIONAL AIRPORT 
SAN FRANCISCO 28, CALIFORNIA 
DIAMOND 2-5208 








JOHN B. HEFFELFINGER 
M01 Cherry St. Hiland 4-7010 


KANSAS CITY, MISSOURI 


Vandivere & Cohen 
Consulting Electronic Engineers 
610 Evans Bldg. NA. 8-2698 
1420 New York Ave., N. W. 
Washington 5, D. C. 


Member AFCCE®* 


CARL E. S/AITH 
CONSULTING RADIG ENGINEERS 


4900 Euclid Avenue 
Cleveland 3, @)hio 
HEnderson 2-3177 
Member AFCQE® 


J. G. ROUNTREE, JR. 
5622 Dyer Street 
EMerson 3-3266 
Dallas 6, Texas 








VIR N. JAMES 


SPECIALTY 
Directional Antennas 
Skyline 6-1603 
Denver 22, Colorado 


316 S$. Kearney 


JOHN H. MULLANEY 
Consulting Radio Engineers 
2000 P St., N. W. 
Washington 6, D. C. 
Columbia 5-4666 














A. E. TOWNE ASSQCS., INC. 


TELEVISION ang RADIO 
ENGINEERING CONSULTANTS 


420 Taylor $+. 
San Francisco 2] Calif. 
PR. 5-31 


RALPH J. BITZER, Consulting Engineer 


Suite 298, Arcade Bldg., St. Lovis 1, Mo. 
Garfield 1-4954 


“For Results in Broadcast Engineering” 
AM-FM-TV 
Allocations ¢ Applications 
Petitions ¢ Licensing Field Service 











SERVICE DIRECTORY 





PETE JOHNSON 


CONSULTING ENGINEERS 


KANAWHA HOTEL BLDC PHONE: 
CHARLESTON, W. VA. DI. 3-7503 


MERL SAXON 


Consulting Radio Engineer 
622 Hoskins Street 
Lufkin, Texas 
NEptune 4-4242 NEptune 4-9558 








COMMERCIAL RADIO 
MONITORING COMPANY 
PRECISION FREQUENCY 
MEASUREMENTS 
PULL TIME SERVICE FOR AM-FM-TV 
0. Box 7037 Kansas City, Mo. 
Phone Jackson 3-5302 


ne 


CAPITOL RADIO 
ENGINEERING INSTITUTE 


Accredited Technical Institute Curncule 
3224 16th St., N.W., Wash. 10, D. C. 


Practical Breadcast, TV Electronics engi- 
neering home study residence courses. 
Write For Free Catalog, specify course. 


To Be Seen by 79,497* Readers 
—among them, the dbcision-making 
station owners and miinagers, chief 
engineers and techniciajis—applicant: 
for am, fm, tv and facg mile facilities. 
*ARB Continuing Reagership Study 


SPOT YOUR FIRM’S i HERE, 








Member AFCCE®* 
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FOR THE RECORD continuep 


of license to KIMO Inc. (Glenn G. Griswold, 
Kevin B. Sweeney and Kenyon Brown, who 
have individual interests in KBYE Oklahoma 
City, Okla.; KFOX-AM-FM Long Beach, Calif.; 
KCOP-TV Los Angeles, Calif., and KGLC Miami, 
Okla.); consideration $87,400 plus $50,400 for 10- 
year land lease and $60,000 to assignor for per- 
sonal services and non-competitive contract 
for 10 years. Announced May 8. 

KJUN Redmond, Ore.—Granted assignment of 
license to Orlo M. and Thelma D. Bagley, d/b 
as Station KPRB; consideration $37,000. 
Assignees own KOMB Cottage Grove, Ore. An- 
nounced May 8. 

WABV Abbeville, S. C.—Granted assignment 
of license to Abbeville Bcstg. Co. Inc. (Mr. Gal- 
limore and George W. Settles Jr.); consideration 
$8,900 for 44.5% interest. Announced May 8. 

WDDY Gloucester, Va.—Granted assignment 
of license to Cape Radio Inc. (Arthur Lazarow, 
eet): consideration $65,000. Announced 

y 8. 

WTRW Two Rivers, Wis.—Granted transfer of 

control from Francis and Cleo Schmitt and Don 


A. Olson to WTRW Inc. (Kenneth A. Daum, 
ae: consideration $35,000. Announced 
y 8. 


APPLICATIONS 


WERH Hamilton, Ala.—Seeks assignment of 
license from - Fite to Kate Fite according 
to will of Mr. Fite, deceased. Announced May 14. 

KVFM (FM) San Fernando, Calif.—Seeks as- 
signment of cp from Walter Gelb, William Mor- 

an and Ted Bolnick, d/b as Valley Fm Bestg. 

©. to Messrs. Gelb (60%) and Bolnick (40%). 
Mr. Morgan received $200 for his relinquished 
35% interest. Announced May 13. 

WRLP (TV) Greenfield, Mass.—Seeks assign- 
ment of license from Greenfield Tv Bestg. Corp. 
to Springfield Tv Bestg. Corp. . —-y change. 
No control change. Announced May 9. 

KSUM Fairmont, Minn.—Seeks assi ent of 
license from Fairmont Bestg. Co. to John Hyde 


dr. for $237,500. New owner Hyde also has 50% 
yy in KDHL Faribault, Minn. Announced 
a " 


Kenmore and WILY (FM 


Buffalo, both 
New York—Seek assignment of 


cense and cp 


from John wi to Mr. ie (90%) and 
Marcus Austad (10%), for $15,000 d/b as Western 
ui also has interest 


New York se 2 Co. Mr. A 

in WEEP Pittsburgh, Pa. (10%) and has agreed 
to sell his interest in KOME Tulsa (see below). 
Announced ow ee 

WWGP-AM- Sanford, N. C.—Seeks assign- 
ment of license from Sandhills Bcstg. Corp. to 
WWGP Bestg. Corp. for 500. New owners 
are Mr. and Mrs. Frank Abbott Jr. He is with 
Radio Free Europe; she free lances for Louisville 
Courier-Journal. ounced May 14. 

KMUS Muskogee, Okla.—Seeks assignment of li- 
cense from Eastern Okla. Bestg. Corp. to Horace 
Boren for $125,000. New owner Boren is with 
Braniff Airways. Announced May 8. 

KOMA Oklahoma City, Okla.—Seeks assign- 
ment of license from Burton Levine, Myer Feld- 
man, Arnold Lerner, Donald Rubin and Harold 
Thurman, d/b as Radio Okla., to Messrs. Levine 
(30%), Feldman (15%), Lerner (30%) and Thur- 
man (5%), plus Raymond Ruff (10%) and Bessie 

on Zamft (10%), d/b as Radio Okla. Mr. Ruff, 
KOMA manager, will contribute $35,000 to part- 
nership, $13,167 of which will be partners ~ + 
debt to him. Bessie Von Zamft will rsonally 
reimburse Donald Rubin for his $3, invest- 
ment. Announced May 9. 

KOME Tulsa, Okla.—Seeks assignment of li- 
cense from John Kluge and Marcus Austad, d/b 
as Oil Capital Sales Co. to Charles Holt (60%), 
and others, for $250,000. Mr. Holt’s broadcast 
interests: SY Hattiesburg (51%) and WHNY 
McComb (60%), both Mississippi; WHXY Boga- 
lu La. (59%), and WHHY Montgomery, Ala. 
(70%). Announced May 8. ‘ 
th Falls, Ore.—Seeks assi| ent 
of license from Burton Levine, rner, 
Myer Feldman, Bessie Von Zamft and Melanie 
Thurman, d/b as KLAD Bcestrs., to Myer Feldman 


§30%). Rose Lerner and Bessie Von Zamft (each 
%) and Daniel Lerner and Gene Riesen (each 
10%), d/b as KLAD Bestrs. Mr. Lerner is Phil- 
adelphia civil servant. Mr. Riesen is KLAD 
salesman. Announced May 9. 

WFMZ (FM) Allentown, Pa.—Seeks assign- 
ment of license from Penn-Allen Bestg. Co. to 
WFMZ Inc. for $8,500. New owners will be Mr. 
and . Ra 
Dower 
and 17% WFM 
row _ ctive). Mr. Dower is attorney. Announced 

a : 

RIK-TV Ponce, P. R.—Seeks assignment of 
license from George Mayoral, William Cortada 
and Luis Ferre d/b as Ponce Tv Partnership to 
Ponce Tv Corp. ye change. No control 
change. Announced May 14. : 

WPFM-FM Providence, R. I.—Seeks assign- 
ment of license from Plantations Bcstg. Corp. to 
Golden Gate Corp. for $10,000. New owners are 
Harold Arcaro (68% pfd., 66% common) and 
others. Mr. Arcaro also owns one-sixth of WRIB 
and 30.66% of WNET (TV), both Providence. 
Announced May 13. 

KSNY Snyder, Tex.—Seeks involuntary trans- 
fer of negative control of licensee (Snyder 
Bestg. Co.) from J. T. Hughes to Mrs. Flora 
Hughes, executrix of estate of Mr. Hughes, 
deceased. Announced May 14. 


Hearing Cases 


INITIAL DECISIONS 


Hearing Examiner Elizabeth C. Smith issued 
initial decision looking toward granting appli- 
cation of Fred H. Whitley for new station to 
operate on 960 kc, 1 kw, D, in Dallas, N. C., and 
denying mutually exclusive application of Wayne 
M. Ne son for new station on same frequency 

ith 


w 500 w, D, in Concord, N. C. Announced 
May 14. é e , 
Hearing Examiner H. Gifford Irion issued 


initial decision looking toward granting appli- 
cation of Westbrook Bestg. Co. Inc., for new am 
station to operate on 1440 kc, 5 kw, D, in 
Westbrook, e., and denying application of 
Sherwood J. Tarlow for new am station on same 
frequency with 500 w, D, in Saco, Me. An- 
nounced May 12. 


OTHER ACTIONS 


By order, Commission denied petition by 
Evansville Television Inc. (WTVW) Evansville., 
for review of hearing examiner’s denial of 
WTVW’s request for additional Commission 
counsel to participate in Evansville, Ind., show 
cause proceeding. (Commission report and order 
of Feb. 26, 1957 contemplated, among other 
things, shifting ch. 7 from Evansville to Louis- 
ville and requiring WTVW to operate on ch. 31 
in lieu of ch. 7). Announced May 8. 

y memorandum opinion and order, Commis- 
sion denied that portion of protest by Alvarado 
Television Co. Inc. (KOAT-TV, ch. 7), Albu- 
querque, N. M., requesting evidentiary hearing 
on “economic injury issue” in protest to 
on application of Video Independent Theatres 
Inc., for mod. of cp of KVIT (ch. 2) Santa Fe, 
to move trans., increase power, etc. Announced 
May 8. 

Hearing Examiner H. Gifford Irion issued 
second supplement which ordered that ordering 
clause in his Jan. 31, 1956 initial decision in 
Buffalo, N. Y., ch. 7, proceeding remain as be- 
fore. Initial decision looked toward granting 
application of Great Lakes Television Inc., for 
new tv station on ch. 7 in Buffalo and denying 
competing applications of Greater Erie Bestg. 
Co. and WKBW-TV Inc. Announced May 8. 

KVAR (TV) Mesa, Ariz.—Granted waiver of 
Sec. 3.652 to permit KVAR (TV) to identify itself 
as Phoenix as well as Mesa. Comr. Ford dis- 
sented. Announced May 8. 

John L. Cole, tr/as Mecklenburg Bestg. Co., 
Chase City, Va.—Designated for hearing appli- 
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cation for new am station to operate on 980 ke, 
500 w D; made WAAA Winston-Salem, N. C,, 
party to as. Announced May 8. 

Austin dio Co., Austin, Tex.—Designated for 
hearing application for new am station to op- 
erate on 970 kc, 1 kw DA, D. Announced May 8, 

James W. Milles, Milford, Conn.; WGNY 
Orange County Bestg. Corp, Newburgh, N. YY, 
Vincent De Laurentis, Eastern State Bestg. Co., 
Hamden, Conn.—Designated for consolidated 
hearing applications of Mr. Miller, Mr. De Lau- 
rentis and Eastern States for new am stations 
to operate on 1220 kc, 1 kw DA-D, and Orange 
to increase power of WGNY from 1 kw to 5 kw 


._ DA, continuing operation on 1220 ke D. An- 


nounced May 8. 


Union Bestg. Co., Elizabeth, N. J.; Alkima 
Bestg. Co., West Chester, Pa.; Lion Bestg. Co, 
Inc., Dover, N. J.—Designated for consolidated 
hearing applications for new am station to op- 
erate on 1510 kc, 1 kw; Union and Alkima for 
daytime operation and Lion to operate unl. 
time with DA-1; denied Union request for 
further extension of time to reply to 309 (b) 
letter; denied request of Mrs. Betty Presser, et 
al., to defer hearing designation; made WLAC 
Nashville, Tenn., party to proceeding. An. 
nounced May 8. 

Electronic Music Co., WSBC Bestg. Co., Chi- 
cago, Ill—Designated for consolidated hearing 
applications for new Class fm_ station to 
operate on 93.1 mc; denied Electronic request 
for extension of time to complete engineering 
changes and amend application. Announced 
May 8 

Pompano Beach Bestg. Corp., Pompano Beach, 
Fla.; Voice of South Miami Bestrs. Inc., South 
Miami, Fla.; Louis G. Jacobs, Miami-South 
Miami, Fla.—Designated for consolidated hear- 
ing applications for new am stations; Mr. Jacobs 
and South Miami to operate on 990 ke, 5 kw 
DA-1, unl.; Pompano to operate on 980 kc, and 
Voice of South Miami on 970 kc, both with 1 
kw DA-D. Announced May 8. 

Grady M. Sinyard, New Boston, Ohio; States 
Bestg. System Inc., St. Marys, Ohio—Designated 
for consolidated hearing application for new 
am stations to operate on 1010 kc, 500 w DA-D. 
Announced May 8. 

Eleven Fifty Corp., Capitol Heights, Md.; Nick 
J. Chaconas, Gaithersburg, Md.; Tri-County 
Bestg. Co., Laurel, Md.; TCA Bestg. Corp., Col- 
lege Park, Md.—Designated for consolidated 
hearing applications for new am stations to op- 
erate on 1150 kc; Eleven Fifty with 1 kw DA-D; 
Chaconas and Tri-County with 500 w, 1 kw-L5S, 
DA-2, and TCA with 500 w, 5 kw-LS, DA-2. 
Announced May 8. 


Routine Roundup 


By order, Commission granted waiver of Sec. 
3.293 of its rules to extend from May 12 to Oct. 
1 continued fuctional music operations on sim- 
plex basis by fm stations KDFC San Francisco, 
Calif.; New York, N. Y.; WDDS-FM 
Syracuse, N. Y., and WMUZ Detroit, Mich., and 
on its its own motion, extended such operations 
of KFMU Los Angeles, Calif.; KUTE Glendale, 
Calif.; WEAW-FM Evanston, Ill.; WLDM Oak 
Park, Mich.; WNAV-FM Annapoiis, Md.; WKJF 
Pittsburgh, Pa., and KITT San Diego, Calif, 
to June 13 pending consideration of their re- 
quests for further extension. Chairman Doerfer 
dissented. Announced May 8. 


Petition for Rule Making Filed 


Forrest City Bestg. Co., Forrest City, Ark.— 
Request allocation of ch. 8 to Forrest City, 
Ark., by reassignment from Jonesboro, Ark. An- 
nounced May 9. 


Petition for Rule Making Granted 


Federal Civil Defense Administration, Battle 
Creek, Mich.—Petition requesting amendment 
of Sec. 12.254 of rules as follows: Delete words 
“drill” or “test” and replace with word “exer- 
cise” so that last sentence would then read: “All 
messages which are transmitted in conection 
with such drills and tests shall be clearly iden- 
tified as such by the use of word ‘exercise’ in 
body of such messages.” Announced May 9. 


ACTIONS ON MOTIONS 
By Chairman Doerfer on May 12 


On Commission’s own motion, corrected trans- 
script of oral argument on am applications of 
Plainview Radio, Plainview, Tex., and Star of 
the Plains Bcestg. Co., Slaton, Tex. 


By Hearing Examiner Millard F. French 
on May 13 

Granted petition by Broadcast Bureau for ex- 
tension of time from May 14 to May 26 to file 
proposed findings re am application of WNAB 
Inc. (WNAB) Bridgeport, Conn. 

Scheduled prehearing conference on May 28 
re fm applications of Mid-America Bestrs. Inc., 
and Mutual Bestg. System Inc., San Francisco, 


Calif 
By FCC 
Commission on May 8 granted petition by 


WKST Inc. (WKST-TV) New Castle, Pa., and 


Continues on page 112 
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CLASSIFIED ADVERTIS 


Payable in advance. 
@ DEADLINE: Undisplayed—Monday preceding publication date. Display—Tuesday precedin 
@ SITUATIONS WANTED 20¢ per word—$2.00 minimum e HELP WANTED 25¢ per wo 
e All other classifications 30¢ per word—$4.00 minimum. @ DISPLAY ads $20.00 per inch. 
@ No charge for blind box number. Send replies to BROADCASTING, 1735 DeSales St., N. 


Appuicants: If transcriptions or bulk packages submitted, $1.00 charge for mailing (Forward remittance separa] 
box numbers are sent at owner’s risk. BroapcasTiNG expressly repudiates any liability or responsibility 


Checks and money orders 


a publication date. 









-EMENTS 


mly. 
d—$2.00 minimum. 


¥V., Washington 6, D. C. 


ely, please). All transcriptions, photos, etc., sent to 
for their custody or return. 
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RADIO 





Help Wanted 


Help Wanted—(Cont’d) 





Help Wanted—(Cont’d) 





Wyoming station needs 2 solid salesmen. No hi- 
ressure selling. Radio and television. Also open- 
g for combo man with first phone, call or write 

M. V. Ernst, KRTR, Thermopolis, Wyoming. 


Herb Oscar Anderson, WMCA, New York wants 
help for Frankie’s label. “He Was A Good 
Man.”, by Johnny Jackson. P.S. Look for my 
newest release on Frankie soon. 











Stations selling mailorder specialties to senior 
citizens send rates. Vern Baker, Elyria, Ohio. 





Management 





Top-rated local So. California station needs 
crackerjack asst mgr to work with owner on 
sales, run 3-man sales staff. Station tops in pres- 
tige, acceptance. $500 plus 15% on own sales 
above $1,000 monthly. Send complete resume to 
Box 3909E, BROADCASTING. 





Sales 





Commercial manager for leading network station 
in medium size midwest city. Substantial weekly 
salary plus commission on billing. This is excep- 
tional position. Send experience resume and 
recent picture to Box 270E,. BROADCASTING. 





Sales manager wanted with solid experience 
sales ideas and push—unlimited future with 5 
kw in Florida. $5200 plus over-ride. Box 342E, 
BROADCASTING. 





Texas opportunity for radio salesman. Salary 
and bonus. List experience, billing, education, 
etc. Box 344E, BROADCASTING. 





Offering sand, sea and security to a man or 
woman who can sell, service and survive in 
competitive market. Air work and sales or copy 
and sales required. North Carolina’s most beau- 
tiful beach city. Box 346E, BROADCASTING. 





Commercial manager with small market experi- 
ence, some announcing. Established Texas sta- 
tion. Start $4,800.00, advancement for producer. 
Box 382E, BROADCASTING. 


Announcers 





New 1,000 watt daytime station going on air lat- 
ter part of June. Need two announcers. Send 
ta and full details first letter. KSRC, Box 
1277, Socorro, New Mexico. 





Metropolitan market station going up wants live 
wire man to go along. Must have quality voice 
plus ideas. Send tape, resume, salary. Fred Ep- 
stein, KSTT, Davenport, Iowa. 





KTLU, Rusk, Texas, needs a good combo-an- 
nouncer-engineer. This is the highest paying job 
in east Texas. We want a good, permanent man 
with pleasing personality. Salary depends on 
you. E. H. Whitehead, Rusk, Texas. ‘ 





Excellent opportunity experienced morning man 
for small town full time independent. Should 
be from south or southwest and no tv ambition. 
Permanent with paid vacation, free hospitali- 
zation, mountain lake cottage, low living cost. 
Prefer send tape with resume and references. 
Telephone Prospect 7-3601. General Manager, 
KXAR, Hope, Ark. 





Announcer—modern station needs young, fast 
paced, live wire with A-Z knowledge pop music 
biz including yesterday. Need snappy produc- 
tion a ae ee market—competition 
rough. If you’re for us and looking for future 
—rush tape—resume—pic and references to Bill 
Clark, WHOO, Orlando, Florida. 





Announcer—first phone—little maintenance. See 
ad above but will compensate for first phone. 
AC-tape, resume. Bill Clark, WHOO, Orlando, 
Florida. 





Morning and afternoon announcers. Top Hooper 
and Pulse station. Combo operation. Adult music 
and news with excellent library. Tape, resume, 
and actual salary expected with first letter. Tapes 
returned. WRTA, Altoona, Pennsylvania. 





Technical 





Announcers 





At once! Hard sell, versatile deejay! Experi- 
enced! News, music station, gimmicks. Send tape, 
background. Salary open. Box 267E, BROAD- 
CASTING. 





South Georgia full time independent has im- 
mediate opening for competent top quality an- 
—. $90.00 weekly. Box 276E, BROADCAST- 





Staff announcer for 1000 watt daytime station in 
central Pennsylvania. Our man must be con- 
scientious, promotion-minded. Send tape, details, 
now. Box 323E, BROADCASTING. 


Chief engineer single market southern network 
station using remote control. a confiden- 
tial. Box 214E, BROADCASTING. 





Engineer, Ist phone, control room, maintenance, 
immediate, permanent. Lutheran church-owned, 
non-commercial, religious, educational station. 
Reply fully, stating experience. salary require- 
ments to Manager, KFUO, St. Louis 5, Missouri. 





Chief engineer—young—must know studio am- 
fm transmitters like the back of his hand, first 
phone,-meticulous and neat, experienced in su- 
perenne others, salary based on ability $100 up. 

end pic, complete resume, references Bill 
Clark. WHOO, Orlando, Florida. , 





Fast growing eastern chain needs experienced 
announcers with executive potential. Require 
minimum one year commercial experience. 
Chain operate stations in small—medium and 
metropolitan markets. Above average wages, 
_— working conditions. Modern equipment. 


entual personal interview a must. Sen <aGe- 
ROAD- 


photo, resume immediately. Box 324E, B 
CASTING. 





Opportunity for married staff announcer. Send 
resume. ABC Network. Texas. Box 
BROADCASTING. 





Industrious announcer-continuity writer. Prog- 
gressive station anywhere. Box 38E, BROAD- 
CASTING. 





Wanted: Good dj, minimum five years experi- 
ence, possibility of chief announcer. Metro- 
litan market near New York cane start- 
g salary.-Box 393E, BROADCAS G. 
Experienced sportscaster wanted for high school 
and junior college football, basketball and staff 
announcing. Send resume, tape and salary re- 
uirements. Frank O. Myers, Manager, KCMC, 
exarkana, Texas-Ark. 





Production-Programming, Others 





Mr. News Director! Can 


ou see beneath the 
surface news—get behind 


andouts? Are you a 


newsman who always knows what’s going on? 
We need such a man. Why not apply and dis- 
cuss your ideas? Send resume, photo Box 179E, 


BROADCASTING. 





Executive secretaries with knowledge and ex- 
—_—— in the fields of radio and television 
roadcasting. Must be able to assume office re- 
sponsibilities as right hand to top executives in 
major broadcast operation. Stimula , inter- 
esting, rewarding work for qualified Is with 
extensive backgrounds in this field. Please fur- 
nish detailed resume in reply. All reins in 
strict confidence. Box 2535, BROADCASTING. 





Sales promotion manager for top-flight major 
market, radio-television operation. Must be thor- 
oughly experienced all phases of sales pro- 
motion, advertising and research. This is an 
excellent and rewarding opportunity for quali- 
fied man in this field. All replies held in con- 
fidence. Box 254E, BROADCASTING. 





Production-Programming, Others 





Continuity. Able to write copy that sells, make 
up books, etc. Leading metropolitan independent 
station, north central region. Permanent po- 
sition. Send complete resume of background and 
experience, samples of copy, present and ex- 
pected salary, and references, which will not be 
contacted without your consent, and attach small 
photo. Confidential. Box 297E, BROADCASTING. 





Continuity director needed for top station in 
two million market. If you’re production mind- 
ed, can write selling copy, send picture, resume 
and samples immediately. Tremendous oppor- 


tunity for right person. Box 350E, BROAD- 
CASTING. 





Newsman, ability to know news as well as 
write. Must take active part in community 
affairs, top wage to top man. Send audition tape 


and full background sto to Manager, WABJ, 
Adrian, Mich. + 3 





News director wanted immediately. Send tape, 
experience, references. WFAH, Alliance, Ohio. 





Top flight copywriter, man or woman, creative 
ability a must. Salary open. Send samples and 
picture to Manager, WABJ, Adrian, Michigan. 


RADIO 


Situations Wanted 











Management 





Manager, presently employed. 16 years experi- 
ence radio manager, _——— director, television 
manager, commercial manager, also network 
and agency. Best references all employers. Box 
948D, BROADCASTING. 


General manager: Established industry recog- 
nized ability and experience with top personal 
sales record, four major markets, fifteen years. 
Now sales manager metropolitan vhf. Radio— 
make me an offer. Box 309E, BROADCASTING. 


Commercial manager 20 years experience at 
profitable top ten market 5 kw. Supervised sales, 
programming, network relations, personnel, lo- 
bor negotiations. Available due to sale of sta- 
tion. References from executives in agency, 
representative network and local fields. Box 
341E, BROADCASTING. 











Manager-sales manager. Young, energetic, strong 
on sales gimmicks, business background, know 
all phases of radio management, must be - 
nent position. Box 353E, BROADCASTING. 





Formulas don’t faze me. Successful record idea- 
ful programming 250w-50 Currently—net 
flagship operation visiting southwest, coast July. 
Competition minded? et’s talk. Box 
BROADCASTING 





Manager. 15 years radio all phaows, 8 as general 
manager. 36, married, family. Western states. 
Gene Ackerley, 1231 Toluca, Alliance, Nebraska. 





36 year old, married, radio veteran, 12 years 
experience, desires managerial spot, with good 
market potential, in desirable community to raise 
large te 4 — —— lease - — to 
uy, in e future. e or ca L 
Shepard, Mena, Ark. — 





Sales 





Go-getter, experienced, seekin: ‘ood tential. 
Prefer deal including air wor x a own 
board. All-around man—what you're looking for. 
Box 174E, BROADCASTING 





Attention Florida stations—Settled family man 
three years sales e rience in top 50 market 
desires permanent orida location. Box 347E, 
BROADCASTING. 





Salesman and/or manager with first phone. Good 
roducer. Wants small or medium market in 
exas or midwest. Box 358E, BROADCASTING. 
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RADIO 





RADIO 


RADIO 





Situations Wanted—(Cont’d) 


Situations Wanted—(Cont’d) 


Situations Wanted—(Cont’d) a 





Sales 


Announcers 


Announcers 





Available. Hard driving, creative salesman; a 
real “heavyweight”, early thirties, well-liked, 
well-known. Ten years radio and television sales 
experience: local, regional and national. Have 
contacts ya n practically every advertisin agency 
in New Y Sales record—excellent. (Actually 
it’s tremendous) know just about everyone in 
this field. Now employed seeking new assign- 
ment in New York or vicinity. Excellent refer- 
ences. Box 387E, BROADCAS' ING. 





Announcers 





Vacation problems? College student. Ex 
Announcer, — 
permit. June 1 thru Se 

and references. Box 11 


rienced. 

news. d-class 

tember 1 Tape, resume 
BROADCASTIN G 


DJ/announcer, previous Bo gi 50,000 watt 
a Afternoon in top three Pulse 


Box {25E, BROADCASTIN — Salary open. 


Negro dee Good board man. Fast patter, 
smooth p: eotton. I’m _ the one you're iboking 
nt. Tape and resume. Box 172E, BROADCAST- 











Girl d.j. announcer. Go anywhere. Ready now. 
Run own board. Can sell, too. Steady—no bad 





habits. Love to build audiences and ab ac- 
counts. Tape and resume. Box 173E, BROAD- 
CASTING. 

Personality-dj stron commercials, gimmicks, 


etc. Run own board. Steady, cones to Lane. Go 
anywhere. Box 175E, BROADCASTI 


Country dj. Outstanding air personality, 
and tv, sincere selling, highly respecte 
trade. Eight years with present er” a 
will furnish highest references. Box 278E, 
BROADCASTING. 


Young staff gy ome dj. ee 
trained in all phase Run Ey 
one resume available. Box 2655. BROADC 





Py ~ 








Reporter-newscaster, competent in all phases 
radio coverage, seeks ee ci reno énd/or 
television. Box 291E, TING 





Married, college graduate. Experienced an- 
nouncer, news, sees -librarian. Desires employ- 
a= from June 30 through October 1, or major 

art thereof. Tape, resume and references. Box 
S10E, BROADCASTING. 





Stop! Do you want a first a d 
ence? Then I’m your man. 
S15E, BROADCAS' G. 


with experi- 
te now! Box 





Announcer, pop, standards, staff, 142 years ex- 
perience, college graduate, young, willing, able, 
single, draft exempt. Desire position with op- 
portunities. You got one? Available June 2. Box 
335E, BROADCASTING. 





This is the second ad in the series. These are 
the facts—4 years experience, rsonalit > 
nouncer. Presently employed desires to reloca 
Maryland, Delaware and Virginia, preferred. 

me, tape and references. Let’s get his boy a 
good job! Box 336E, BROADCASTING. 








Announcer 1 year experience, first phone, Don 
Martin graduate, single, veteran, strong news 
voice, no sales greene. west coast only. Box 
340E, BROADCASTING. 





Well rounded in all phases of radio. Strong in 
news and sports with executive experience in 
management and sales. Desire hed, * he me ad with 
solid station in the Tennessee-Virginia area. 
No tv experience but am intere Personal 
interview only. Box 349E, BROADCASTING. 





Young announcer-engineer, 2 years experience 
first phone, all types music, top teenage show. 
Marri California desired. Box 352E, BROAD- 
CASTING. 





Announcer. Recent grad, A.B., radio major. 
Single, 4A. Will travel or relocate. Box 354E 
BROADCASTING. 





Florida. hone-announcer. 8 years exper- 

tence, ‘bear to relocate in Florida." Constvuction 
nce valiabDle une 

357E, BROADCASTING. * 





pops-standards. Newscaster. Experi 

ed. College. um $70. Relocate 

a ete. aaetaik. a 300 R SoRETO. 
Oo accen o jivetalk Ox 

CASTING a 


age 


Experienced announcer, desires rmanent - 
sition six years experience, specialize in hillbilly, 
gospel, and news, of course have experience in 
pop am not Martin Block but will 

x 362E, BROADCASTING. 


No witch doctor—Seattleite. Needs western rec- 
ords and turntable. Box 363E, BROADCASTING. 


Oo my best. 








Play-by-play 3 = erience, newsman, disc jocey. 
3rd__ticket-run a Industrious, loyal. Box 
4E, BROADCASTIN 


Attention major markets. Top-rated morning dj 
with 12 years ASTING.~ desires change. Box 
365E, OADCAS 








Experienced disc jockey, three years, good com- 
mercial, knows music, family. Box 366E, BROAD- 
CASTING. 





Versatile, hardworking, dependable announcer 
with six months experience wants to relocate. 
Prefer small market 8,000 to 20,000. Box 370E, 
BROADCASTING. 


5 years experience, all phases as announcer- 
engineer, first phone. Married. Box 371E, BROAD- 
CASTING. 








Experienced Pps ned “combo” dee-jay. Have 

lst phone and extensive jazz-pop record collec- 

tion. (No rock and roll!). Young, married, willing 

to travel but desire permanent position in metro- 
olitan market or college town. Minimum $110. 
ox 373E, BROADCASTING. 





West coast, here I come! No Martin Block or 
Bill Stern, but if you need a good dj announcer 
and play-by-play man, then look no further. 
Vet, married, 2 years experience all bg ~ 
2 years college. Am beng Horace 

you name the date. Box 374E, BROADCASTING. 





Experienced dj, newsman; veterans; diverse pub- 
an contact background. Desire permanence with- 

n 100 miles aks York City. Top references. Box 
375E, BROADCASTING. 





Presently employed young personality prefers 
night show. Good voice, ist class ticket, 5 years 
experience. Capable ali-around. Part-time col- 
lege student. Immediate opening desired. Box 
378E, BROADCASTING. 





Summer replacement. High caliber well seasoned 
staff man needs respite from southwest. Married. 
Prefer mountains or west. Good working con- 
ditions important. Box 380E, BROADCASTING. 





Terrific sportscaster. Sports director. Employed. 
5 ears e peence. References. Box 381E, 
BROADCAS ‘ 


DJ-personality. Sales/promotion minded. Also 
Sore, riter. pupeceunese. Tape available. Box 
391 BROADCASTING 








No rock and roll machine stealing bubble gum 
change from baby-sitters. Major market radio- 
tv emcee desires change. Box 396E, BROAD- 
CASTING. 





be ywriter-dj, 35, 
rite-announce”’ 
307E . BROADCASTI 


experienced, desires 
combination. 
NG. 


“sell- 
Resume. Box 





Announcer—8 years experience all phases radio 
and television including national sports—31, mar- 
ried, BBA, prefer south, southwest. Box 398E, 
BROADCASTING 





Mature p.m. d.j. Now doing 3 hour show with 
50 kw in one of the top 10 markets in the 
country. Want a jazz-minded operation. I have 
a success stor it fi how about you? Write 399E, 
BROADCAST: 





Announcer: Looking for radio or tv opportunity 
with progressive organization. Three years radio 
experience, no tv yet. am ge A in profession, can 
and will produce. Recent sale motivated this 
ad. Multiple station market in south or west. 
Seenene. +. needed. Box 400E, BROADCAST- 





Money not important, Caperionse is, for June 

grad Michigan State U. with B M.A., degrees 

in radio-tv production. Will stunldes any posi- 

tion, anywhere. High interest in sports, dj, and 

news. Excellent reference. Alan_ Cudworth, 

nd ra Williamston, Michigan. Lansing Ph. 
-7292. ¢ 





Announcer-dj, ist hone. Recent raduate. 
Permanent Bill Lambert, 911 W. Poplar Ave., 
Porterville, California. 





Beginne mature 
commerc 4 SR. 
361E, BRO. 


dj, announcer. News, 
LA grad, college education. Box 


Married announcer with 4 years experience. 
Contact Charles Lienhart, National 3-7426, Hot 
Springs, Ark. 


Announcer with 3 years experience, dependable 
4 man. Accept first reasonable offer. Peter 

Ward, Rio Trailer Park, Charlottesville, Va, 
tant 3-1928. 





Technical 





20 years am-tv-fm, administration, personnel], 
Technical to 50 kw. Offer economical mainte- 
nance, construction and operation. Looking for 
2 aunee after 7 years. Box 260E, BROADCAST. 





Engineer. Eight years high powered directionals, 
and fm. First phone. Seeking progressive opera- 
tion with future. Box 337E, BROADCASTING, 


Experienced engineer-announcer. Box 355E, 
BROADCASTING. 


Need work. Have 2nd phone, ist soon. Light 
nwo experience. Box 359E, BROADCAST. 











Engineer fourteen years. First phone. Chief en- 
ineer, announcing experience. Box  376E, 
ROADCASTING. 


First phone, experienced construction, main- 
tenance, operation. Have tools, test gear, trans- 
portation. College graduate; mature, sober, fam. 
ily man. Fair announcer, good news delivery, 
Deep south only. C. G. Huey, P. O. Box 322, 
Rome, Ga. 








Production-Programming, Others 





Need a girl Friday? Experience on program de- 
partment, as record lib., in news, and typing in 
small station. Box 263E, BROADCASTING 





Experienced radio newsman, 2 years. Writing, 
editing, tapes. Some air work. Currently em- 
ployed metropolitan market. Interested in tv 
news, also. Married, 24. SDX, AFTRA. Can fur- 
nish resume, tape and photo. "Box 281E, BROAD- 
CASTING. 





Newsman; gather, write, deliver authoritative, 
intelligent newscasts. 6 years solid experience, 
all phases. College graduate; family. Prefer ra- 
dio-tv news combination. Presently employed 
major market. Box 312E, BROADCASTING. 


Woman continuity director. Production, hard 
sell copy. 11 years experience radio-tv. Can 
supervise traffic. Available May 16th. Box 343E, 
BROADCASTING. 








Morning man who’s been waking up people with 
happy music for 5 years at present location 
seeks new position. Local news, tv experience. 
Family, 30, degree. Box 367E, BROADCASTING. 





News director. 13 years experience every phase 
of radio-television. Solid family man. Veteran. 
College. gg in top ten market. Excellent 
references. Available after June 15th. 150 per 
week. East-midwest only. Box 369E, BROAD- 
CASTING. 





Starting new soft-sell operation? University sta- 
tion pd interested. All-around but long on music. 
Temperate, family and church-ty; _- Top refer- 
ences. Box 389E, BROADCASTIN' 


TELEVISION 
Help Wanted 











Sales 





Sales representatives for local sales and na- 
tional sales. Medium market, mid-south, full- 
power vhf. Box 338E, BROADCASTING. 








Rexdy to move up! Saieene in "the cunt 
there is a radio salesman ready to become a tv 
account executive. We are maximum-power, 
CBS vhf in rich southern market. This man 
will call on local and regional accounts with 
guarantee and commission, expense account, 
and man company benefits. If you know how to 
sell but have limited potential in your market, 
send full ome, snapshot, to Box 356E, 
BROADCASTING. 





Production-Programming, Others 





Television producer-director need thoroughly 
qualified young man with versatility and imagi- 
nation for work at progressive radio-tv opera- 
tion. Should be able to produce, direct and co- 
ordinate local live and network programs. Ex- 
Pere eas — e background preferred. Scale 
starts -hour week. Salary commen- 
surate bo iy "experience and background. Write 
or phone ‘ lliamson, Jr., WKBN-TV 
Youngstown, Ohio. STerling 2-1145. 
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TELEVISION 


FOR SALE—(Cont’d) 





Situations Wanted 





Stations 





Managerial 





Manager, 16 years experience as television man- 
ager and commercial manager, as radio man- 
ager and program director. creased billing on 
ail stations over 100%. Also agency and network 
experiences. Best references. Box 780D, BROAD- 
CASTING. 





Four years television production, announcing 
with present employer. Desiring sales, or sales- 











New England medium market station $100, 
total, 29% own; monopoly market station, 
— Chapman Company, 17 E. 48th, New 
ork. 


California, daytimer $55,000.00. $20,000 down. Ex- 
clusive Wilt Gunzendorfer and Associates, 8630) 
W Olympic, Los Angeles. 








Florida coastal medium market with steady in- 
come record, controlling interest $150,000 with 

i down. Chapman Company, 1182 W. Peach- 
tree, Atlanta. 





West coast major market fm station, $100,000 





man-announcer. Family, settled. Box 379E, with 14 down. ——— Company, 33 W. Michel- 
BROADCASTING. torena, Santa Barbara, California. 
Announcers Equipment 


Dependable, ambitious, news, commercial, staff 
announcer. Trained in all phases of radio-tv 1st 
hone, vet, family. Desires 1st job. Film, photo. 
ox 377E, BROADCASTING. 








Technical 





Mature chief engineer desires to make change. 
Experienced in planning, construction, opera- 
tion, maintenance am-fm-tv, directionals, meas- 
urements. Prefer supervisory position. Box 273E, 
BROADCASTING. 





TV engineer ist phone. Studio or transmitter 
work. Will relocate. Closed circuit experience. 
Box 385E, BROADCASTING. 








Broadcast technician. First phone, veteran. De- 
sires position in tv or radio. Will relocate. Re- 
sume, references on request. Box 386E, BROAD- 
CASTING. 


Production-Programming, Others 


Photographer, newsman with own sound, silent, 
and still equipment. Presently working in tv, 
looking for more opportunity. College, single, 
willing to travel. Box 277E, BROADCASTING. 





Projectionist or film position desired. College, 
two-year tv production course. Available June 
20. Box 305E, BROADCASTING. 





Cameraman-reporter, commercial and documen- 
tary. 11 years worldwide experience. Black and 
white; color. Best references. Box 383E, BROAD- 
CASTING. 


TV-radio news director. Eleven years experience 
all phases. Newscasts. consistently top-rated. 
Prefer combined tv-radio news-room operation 
or tv-news. Box 394E, BROADCASTING. 


FOR SALE 


1958 radio station plan book. Five complete floor 
plans. Practical, economy minded, proven. $3.75 
stpaid. Station Planning Service, Box 2001 


Btatlon A, Fort Wayne, Indiana. 











Stations 





Small market station, north Alabama. Good 
‘oss, excellent equipment, in growing market. 
,000—29% down. No brokers. Box 107E, 

BROADCASTING. 





Growing market—250 watt full time in Virginia— 
$50,000.00 potential. Owner must sell due to fail- 
ing health. $10,000.00 will handle with terms. Box 
368E, BROADCASTING. 





Idaho, quarter-kilowatt. $95,000.00 29% down. 
Wilt Gunzendorfer and Associates, 8630 W. 
Olympic, Los Angeles. 


Waiting buyers, listings wanted, Hollingsworth 
Co., Inc., “Guess The Lucky Secret Word,” 
ee. 514 Hempstead Ave. W. Hempstead, 





Oregon, quarter-kilowatt $55,000.00. $20,000 down. 
Exclusive. Wilt Gunzendorfer and Associates, 
86: W. Olympic, Los Angeles. 

Virginia single station market, $39,750 total, 
$10,000 down; secondary market station $100,000. 
Chapman Company, 1182 W. Peachtree, Atlanta. 





Norman & Norman, Inc., 510 Security Bldg., 
Davenport, Iowa. Sales, purchases, appraisals, 
handled with care and discretion. Experienced. 


Former radio and television owners and opera- 
rs. 





Oregon, quarter-kilowatt network $125,000.00. 
Terms. Exclusive Wilt Gunzendorfer and Asso- 
Cciates, 8630 W. Olympic, Los Angeles. 


Low overhead daytimer. $70,000. 29% down. 
Great potential. Melvin Stone, Falmouth Hotel, 
Portland, Maine. 











Pultec program equalizer (EQP-1) new condi- 
tion $300. Two heavy duty mike booms with 
wheels, extra long extension up and forward 
$100 each. Ampex 600, 300 hours full track good 
condition $375. Box 351E, BROADCASTING. 





One Western Electric 250 watt am transmitter, 
good condition, with spare set FCC tubes, $325. 
Our No. 0207. May Brothers, Binghamton, N. Y. 
Motorola 30-D two-way mobile equipment. 
Transmitter, receiver, speaker, mike, cable. Suit- 
able for remote broadcasts. $150.00. Box 1001, 
Griffin, Ga. 

One REL one-kilowatt fm transmitter in good 
condition and presently operating. Model 510B- 
DL, serial 6924 with spare set FCC tubes, $4,150. 
Our No. 0206. May Brothers, Binghamton, N. Y. 











Collins 300F 250 watt am transmitter, in good 
condition, meets FCC proof of performance re- 
quirements. Now in operation on 690 kc ready 
for sale in two months. $750.00. KBBA, Benton, 
Arkansas. 
WE 5 kw transmitter, type 104C modified to 5C 
with crystal for 740 ke. $1,500 Florida location. 


May Brothers, Binghamton, N. Y 


4—Gates CB-11 3-speed turntable chassis at $85 
each. In excellent condition. Write M. E. Case, 
KVOL, Lafayette, Louisiana. 


Weather warning receivers—for Conelrad and 
dsiaster weather warnings. Air Alert II—$46.50; 
Air Alert I—$89.50. Write Miratel, Inc., 1080 
Dionne St., St. Paul 13, Minn. 


12 assorted towers, 165-300 ft. All makes. Most 
like new. Priced $1,000 to $6,000. Write for list. 
May Brothers, Binghamton, N. Y. 

















Just received: The all-new Ampex 351 studio 
recorder. Features: New printed circuits “Plus 
8” output. Two channels (optional). Remote 
control (optional). Write for free literature or 
call collect for additional information. We ship 
prepaid anywhere in United States. Also: have 
. . . 1 Ampex 350 console (slightly used; with 
monaural record, stereo playback) . . . A $1700 
value, only $1250—Complete stock of all | ay 
and accessories. High Fidelity Unlimited, 935 El 
Camino Real, Menlo Park, California. Phone: 
DAvenport 6-5160. 





One Western Electric Ld ag 104C transmitter, 5 
k modified to 5C, complete with one crystal for 
740ke, all extras and some spares. All packed 
and ready for shipment, $1,500. Our No. 0140. 
May Brothers, Binghamton, N. Y. 





WANTED TO BUY 





Stations 


New England or New Jersey. Must be currently 
profitable. Box 339E, BROADCASTING. 

Wanted, am doing $60,000-$80,000 gross in single 
or 2 station market east or near south. Box 
388E, BROADCASTING. 


Experienced operator "wants best deal $20,000 
will buy. Confidential reply. Box 395E, BROAD- 
CASTING. 








Responsible young man desires leasing arrange- 
ment with option to buy, am station now on air. 
No brokers, please. Reply to Box 401E, BROAD- 
CASTING. 





Equipment 





FM frequency and modulation monitor. FM 
transmitter 3 kw or higher. 5 kw am transmitter. 
Box 372E, BROADCASTING. 


1000 watt fm amplifier. KYFM, 4516 North Libby, 
Oklahoma City, Okla. 


Need used 5820 Image Orthicon tubes. Please 
state price, condition, and hours of service. Pat- 
rick S. Finnegan. Chief Engineer, WLBC-TV, 
Muncie, Indiana. 











10 kw fm power amplifier for use with RCA 
BTF-3B transmitter. WNIB, Chicago 24. 


y~~RADIO STATIONS FOR SALE — 


NORTHWEST 


1. Excellent station in good market. 
Top dial position. Long established. 
$50,000 down. 


2. Exclusive full time. Property in- 
cluded. Gross over $70,000. Down 
$30,000. 


3. Daytimer. 
Small 
down. 


Expanding market. 
operation. Only $6,250 


—Ours is a Personal Service— 


ROCKY MOUNTAIN 


1. Exclusive. Daytimer. Well ac- 
cepted. Grossing close to $4,000 
month. Only $8,000 down. Balance 
in 10 years at 4%. 





2. Good daytimer in smali market. 
Absentee owned. Owner wants to 
sell and will make a good deal for 
buyer. $8,000 down. 


3. Wonderful town to live in. Fine 
station to own and operate. Gross 
close to $85,000. $30,000 down. 


—Ours is a Personal Service— 
TOP 25 MARKETS 


1. East. Daytimer. $50,000 down. 
Price $275,000. 


2. East. Top market. Price $475,- 
000. 29% down. 





SOUTHWEST 


1. Excellent daytimer in one of the 
fastest growing towns. Stock pur- 
chase of 70% will control opera- 
tion. Gross $130,000. Only $36,- 
500 down for mentioned stock. 





—Ours is a Personal Service— 


MIDWEST 


We are offering many excellent 
properties ranging from $45,000 
to $1,500,000. Be sure to let us 
know just what you want. 








JACK L. STOLL 
& ASSOCIATES 


A NATIONAL ORGANIZATION for 
the sale of Radio & TV Stations 
6381 HOLLYWOOD BLVD. 
LOS ANGELES 28, CALIF. 
Hollywood 4-7279 
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INSTRUCTIONS 


FCC first phone preparation by correspondence 
it clensen Our schoo in 


Hollywood, Calif d coming dD. C. 
’ 





ornia an 
write Grantham School, Desk 
B2, 821 - 19th N. W., Washington, D. C. 


FCC first phone license in six weeks. Guaranteed 
instruction by master teacher. G.I. approved. 
Phone Fleetwood 2-2733. Elkins Radio cense 
School, 3605 Regent Drive, Dallas, Texas. 


Since 1946. The origins course for FCC ist phone 
license. 5 to 6 weeks. Reservations reas . En- 
rolling now for classes starting June 25, Septem- 
ber 3, October 29. For information, references 
and reservations write William B. Ogden Radio 
Operational Engineering School, 1150 West Olive 
Avenue, Burbank, Caliornia. 














RADIO 
Situations Wanted—(Cont’d) 
Announcers 








4 I claim to be 
» The Best Announcer In The Country. 


Just write 

Bill Rose, 
60-41 70 Street, Maspeth, 
Queens, New York City 
Phone Newtown 9-3677. 











MISCELLANEOUS 





TELEVISION 








Bingo Time U.S.A. printers of personalized 
bingo type game sheets for radio and television 
rograms. We also distribute 44 hr. bi 
series, ag 5. popular film personalities. 
P.O. Box 1871, H ood 28, Calif. Tel: Holly- 
wood 2-4038. 





RADIO 
Help Wanted 


Sales 








AVAILABLE JUNE | 
Business Administration 

Experienced in Product Planning 
Engineering Consulting 
Registered Professional Engineer (DC), 


IRL T. NEWTON, JR., 44, Be ag 











FOR SALE 






















SALESM 
Above average earnings North Florida’s 
leading radio station independent. High 
Nielsen and Pulse. Salary plus commis- 
sions and expenses. Opportunity to 
advance. 

Paul Meyer, WTAL Tallahassee, Flor- 
ida, Drawer A. Main Post 

SOOO 99990 99 O99 





Production-Programming, Others 





Can you head radio-television 
local news department? Immedi- 
ate opening. 


KWTX AM-TV 


WACO, TEXAS 
Phone Plaza 6-4451. M. N. Bostic 








RADIO 


Situations Wanted 








SO 
FOR SALE — in America’s 


most Dynamic Market Miami, 


; Florida. 

5000 Watts 

1260 K.C. W-M-M-A 
Excellent Signal with Top Cov- 
erage. All new equipment: 15 

acres on 8 lane Palmetto By- 

Y Pass: Small studio-transmitter 

() building. Priced reasonable. 
Write or Wire — Keith Moyer, 

Owner: TU 7-0161. 
ee EE 





ae 


S/o K— 











aI — 2 


TAPE RECORDERS 
All Professional Makes 
New—Used—Trades 
Supplies—Parts—Accessories 
STEFFEN ELECTRO ART CO. 
4401 W. North Avenue 
Milwaukee 8, Wisc. 
Uptown 1-8150 TWX: MI-193 

America’s Tape Recorder Specialists 




















r— NEED A D. J.? 


money! Best anywhere, 
own N donnas. Thorough! 
= Sue or tage be feunediatelye d 


Milt Stillman, Placement Service 
Broadcast Coaching Associates 
1639 Broadway, Capitol Theatre Bidg. 
N. Y. C. 19, N. Y. 
JUdson 6-1918. No charge for either party. 











EMPLOYMENT SERVICE 








A Specialized Service For 
Chief "Engineer aes tan . 
CONFIDENTIAL CONTACT 
NATIONWIDE SERVICE 
BROADCASTERS EXECUTIVE PLACEMENT SERVICE 


1736 Wisconsin Ave., N. W. 
Washington 7, D. C. 
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BIG MARKETS MEAN BIG EARNINGS! 


OUR SALESMEN EARN MORE THAN $14,000 A YEAR! 
15% COMMISSION — LIBERAL DRAW 
NEW YORK - CHICAGO - ST. LOUIS - INDIANAPOLIS - NORFOLK - WILMINGTON (Del.) 


Join the fastest-growing radio-tv sales organization in the country with a record 384% increase 
in sales! Staff expansion provides opportunity for advancement to sales tional 
sales and station manager in major markets of an 8-station radio-tv chain. Most executive pro- 
motions made from successful sales personnel. All applications kept confidential. Don’t wait. 
Send resume, photo and history of billing, earnings to: 


Tim Crow, Rollins Broadcasting. 





SS el 


414 French St., Wilmington, Del. 
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FOR THE RECORD continues from page 108 


extended time for filing comments in proposed 
rule making to change tv channels in Pittsburgh, 
Pa., Clarksburg, W. Va., and Youngstown, Ohio, 
from May 12 to May 19, and extended time for 
filing reply comments from May 22 to June 2. 


By Commissioner Robert T. Bartley on May 9 


Granted petition by Town & Country Radio 
Inc., Rockford, Ill., for leave to file answer to 
Plough Bestg. Co. Inc., reply in proceeding on 
Town & Country’s am application. 

By Hearing Examiner Annie Neal Huntting 

on May 12 


Granted petition by Palm Springs Community 
Television Corp. for continuance and dates 
designated for various procedual steps in the 
P. Springs, Calif. tv translator proceeding 
are postponed as follows: Data for exchange of 
written objections and requests for witnesses 
to be produced for cross-examination in Wash- 
ington from May 19 to June 10, and hearing 
from May 26 to June 17. 

By Hearing Examiner J. D. Bond on May 9 

Continued further hearing to 2:00 p.m., May 
19, in private line-leased facility-data transmis- 
sion proceeding. 

By Commissioner Robert T. Bartley on May 7 


Granted petition by Nevada Telecasting Corp., 
for extension of time to May 19 to file excep- 
tions to initial decision in matter of revocation 
of tv cp of KAKJ (ch. 4) Reno, Nev. 


By Hearing Examiner Basil P. Cooper on May 8 


Granted petition by Broadcast Bureau for ex- 
tension of time from May 9 to May 19 to file 
proposed findings of fact and conclusions of law 
and from May 19 to May 29 for filing reply or 
rebuttal findings in proceeding on application 
of Triangle Publications Inc. (WNHC-TV ch. 8) 
New Haven, Conn. 


By Hearing Examiner H. Gifford Irion 
on dates shown 


Granted motion by Great Lakes Tele. Inc., to 
correct transcript in all respects as suggested 
except one in Buffalo, N. Y., ch. 7 proceeding. 
Action May 7. 

Granted motion by Westbrook Bestg. Co. Inc., 
Westbrook, Me., for various corrections to record 
in proceeding on its am application and that of 
Sherwood J. Tarlow, Saco, Me. Action May 8. 

By Hearing Examiner Hugh B. Hutchison 

on May 6 

Granted petition by Radio Anthracite Inc., to 

Tucan on filing tof — of appearance in 
ceeding on am application of Ottoway Sta- 
tions Inc. (WDOS) Oneonta, N. Y. aes 


BROADCAST ACTIONS 


by Broadcast Bureau 
Actions of May 9 

_WCMS Norfolk, Va.—Granted assignment of 
license and cp to WCMS Radio Norfolk Inc. 

KRCT Pasadena, Texas—Granted assignment 
of license and cp to Industrial Bestg. Co. 

WICU Erie, Pa.—Granted transfer of control 
of Dispatch Inc. (parent corporation) from 
Edward Lamb to Edward, Prudence H., Edward 
H. b, et al, as family oup. 

WICU-TV Erie, Pa.—Granted transfer of con- 
trol from Edward Lamb to Edward, Prudence 
H., Edward H. Lamb, et al, as family group. 

KROS Clinton, lowa—Granted involuntary ac- 
quisition of positive control by B. M. Jacobsen, 
individually and as co-executor with William 
— of estate of Mrs. A. J. Hammond, de- 
ceased. 

WTAE Pittsburgh, Pa.—Granted mod. of cp 
to change type of trans. and other equipment 
and make change in ant. system. 

WPCF Panama City, Fla.—Granted mod. of cp 
to make changes in directional ant. pattern. 

WFBM Indianapolis, Ind.—Granted authority 
to operate aux. trans. by remote control while 
using nondirectional ant. 

WRBL Columbus, Ga.—Granted change of re- 
mote control authority. 

WVMI-TV Biloxi, Miss—Granted extension of 
completion date to 10-1. 

Actions of May 8 

KXRO Aberdeen, Wash.—Granted involuntary 
transfer of control from Harry R. Spence to 
Helen G. Spence, executrix of Estate of Harry 


R. spenet, eceased. 

WEDR Birmingham, Ala.—Granted assignment 
of license to WEDR Inc. 

KSUE Susanville, Calif—Granted involuntary 
assignment of license to James E. McKahan and 
Marguerite Lg = Hallowell as executrix of 
will of Nolan Hallowell, deceased, d/b as Home 
Appliance Store. 

KACE AM-FM Riverside, Calif.—Granted as- 
signment of cps to K-ACE Radio Inc. 
..Following stations were prestea change of 
— time as shown: KSIB Creston, Iowa, 
6:00 p.m., CST, ons, Same April 28 through 
Sept., inclusive; KJI Fort Worth, Tex., 7: 
B- or later within limits of station license 
or period ending 7-31; WCWC, Ripon, Wis., 
7:00 p.m., CDT, May through Sept. 30. 

WSD-FM Atlanta, Ga. rant extension of 
authority to remain silent for additional 60 days 
or to and including 7-4. 

KSIG Crowley, La.—Granted license covering 

lation of new trans. 
Actions of May 6 

WVYMC Mt. Carmel, Ill.—Granted authority to 
sign-off at 6:30 p.m. or later within limits of 
station license for period ending 8-31. 

KEAR San Francisco, Calif.—Granted authority 
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to remain silent for a period of 30 days from 
May 1 to complete construction of increased 
power. 

Actions of May 5 


KSJO-AM-FM San Jose, Calif.—Granted as- 
signment of licenses to Santa Clara Bestg. Co., 
California corporation. 

Mission, Tex.—Granted acquisition of 
negative control by Ray V. Jensey and L. O. 
Austin through purchase of stock from Robert 
F. Pool III and R. F. Pool Jr. 

WELM Eimira, N. Y.—Granted acquisition of 
positive control by John S. Riggs through pur- 
chase of stock from Edwin D. Lonie. 

WW3J-TV (aux. ant.) Detroit, Mich.—Granted 
extension of completion date to July 11. 


Actions of May 2 


WRON Ronceverte, W. Va.—Granted authority 
to sign-off 7:00 p.m. nightly for period of six 
months, except for special events. 

Following stations were granted renewal of 
license: 

WAYX Waycross, Ga.; WBRC-TV (main and 
aux. trans. & ant.) Birmingham, Ala.; WEZB 
Homewood, Ala.; WGIG Brunswick, Ga.; WPNX 
Phenix City, Ala., Columbus, Ga.; KOTN Pine 
Bluff, Ark.; KPLC Lake Charles, La.; KREH 
Oakdale, La.; KSLO en, La.; KTSH Little 
Rock, Ark.; KTIB Thibodaux, La.; KVCL Winn- 
field, La.; KVPI Ville Platte, La.; KVSA Mc- 
Gehee, Ark.; KWAK Stuttgart, Ark.; KWHN Ft. 
Smith, Ark.; KWKH KWKH-FM, Shreveport, 
La.; KWRF Warren, Ark.; KXJK & aux. Forrest 
City, Ark.; KXRJ Russellville, Ark.; WABG 
Greenwood, Miss.; WABO Waynesboro, Miss.; 
WACR Columbus, Miss.; WAIL Baton Rouge, 
La.; WAML Laurel, Miss.; WCBI Columbus, 
Miss.; WCMA Corinth, Miss.; WELO Tupelo, 
Miss.; WHOC Philadelphia, Miss.; WHSY Hat- 
tiesburg, Miss.; WHXY Bogalusa, La.; WIKC 
Bogalusa, La.; WJMB Brookhaven, Miss.; WJPR 
Greenville, Miss.; WROA Gulfport, Miss.; KAMS 
(FM) Mammoth Spring, Ark.; WBRL (FM) 
Baton Rouge, La.; KAMO Rogers, Ark.; KANE 
New Iberia, La.; KAOK Lake Charles, La.; 
KBHS Hot Springs, Ark.; KBOK Malvern, Ark.; 
KBTM & KBTM-FM Jonesboro, Ark.; KCIL 
Houma, La.; KCLA Pine Bluff, Ark.; KDLA De- 
Ridder, La.; KDMS El Dorado, Ark.; KELD El 
Dorado, Ark.; KENA Mena, Ark.; KENT Shreve- 
port, La.; KEUN Eunice, La.; KFFA Helena, 
Ark.; KFSA Fort Smith, Ark.; KHOG Fayette- 
ville, Ark.; KLFT Golden Meadow, La.; KLUE 
Shreveport, La.; KLYR Clarksville, Ark.; KNBY 
Newport, Ark.; KNEA Jonesboro, Ark.; KNLR 
North Little Rock, Ark.; KNOC Natchitoches, 
La.; KOKA Shreveport, La.; KOKY Little Rock, 
% KOSE Osceola, Ark.; KOSY Texarkana, 





UPCOMING 


May 
or * Illinois Broadcasters Assn., of Spring- 
eld. 








 * 19-21: Lge ge Fe gre Assn., 
S promotion on, natio: conv 
Palmer House, Chicago. — 


May 20: Wisconsin Broadcasters Assn., Plan’ 
Hotel, Milwaukee. sens 


May 21-23: Pennsylvania Broadcasters Assn. 
Galen Hall, Wernersville. , 

May 22: New Jersey Broadcasters Assn., spri 
management meeting, Fairleigh Dickinson 
campus. 

May 22: Magnetic Recording Industry Assn., dis- 
— congress, Conrad Hilton Hotel, Chi- 
cago. 


May 23: Connecticut Broadcasters Assn., Waver'’ 
Inn, Cheshire. ad 
May 24: Florida UP Broadcasters-Tel 
Assn., Silver Springs. en 
May 26-28: American Management Assn., annual 
yeceesas conference, otel Statler, New 
rk. 


May 26-28: Conference on Educational Tv and 
Related Media, Department of Health, Edu- 
cation and Welfare, Washington. 

26-30: National Pac Exposition, New 
ork Coliseum, New York. 

May 28-29: Kentucky Broadcasters Assn., Shera- 
ton-Seelbach Hotel, Louisville. 


June 


June 3-6: 36th annual conference, National In- 
dustrial Advertisers Assn., Chase and Park 
Plaza Hotels, St. Louis. 

June 4-6: Armed Forces Communications and 
Electronics Assn. Exhibit, Sheraton Park Hotel, 
Washington, D. C. 

June 5-7: Western Assn. of Broadcasters, Banff 
Springs, Hotel Banff, Alta. 

June 6-7: Colorado Broadcasters Assn., Hotel 
Antlers, Colorado Springs. 

June 7: UP Broadcasters of Connecticut, Colo- 
nial House, Hamden. 

June 8-11: Advertising Federation of America, 
national convention, Statler-Hilton Hotel, 
Dallas. 

June 14: UP Broadcasters of Pennsylvania, Hol- 
iday Motor Hotel, Mechanicsburg. 
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A WEEKLY 


PEOPLE 


ADVERTISERS & AGENCIES 


JAMES G. COMINOS, di- 
rector of radio-tv deparq- 
ment, Needham, Louis @: 
Brorby, Chicago, prq- 
moted to v.p. in charge qi 
all radio-tv operation#. 
He recently was electejl 
to membership in agency}; 
board of directors. SCOT} 
KEEK, assistant directoy, 
succeeds Mr. Cominos 4; 
radio-tv director. 





COMINOS 


BRUCE L. ALTMAN, accour: 


supervisor, Anderson-McConnell, L. A., an 


MERV OAKNER, head of agency’s retail food divi 
sion, elected v.p.’s. 









; i 
HORAN LISEC RICKEY 


THOMAS R. HORAN, art director, Merritt Owen}: 
Adv., Kansas City, Kan.; FRANK S. LISEC, accoun} 
executive, and FRANK W. RICKEY, radio-tv direc} 
tor, promoted to v.p.’s. 


GEORGE GORDON, formerly with John Sutherlan 
Productions, joins Le Ora Thompson Assoc 
Hollywood, as v.p. and executive productio 
manager. 


SAM GERSHUNY, formerly owned marketing anj! 


merchandising consultant business in Chicagd, - 


joins McCann-Erickson, Chicago, as account ex 
ecutive. CHARLES BLAKEMORE, formerly with cre: 
ative staff, Foote, Cone & Belding and Need 
ham, Louis & Brorby, both Chicago, join}: 
McC-E in same capacity. 


WILLIAM K. FOSTER, Taylor-Norsworthy Agency, 
Dallas, to Ted Bates & Co., N. Y., as accour: 
executive. 


KENNETH N. BACON. advertising and sales pro 
motion manager, American Enka Corp. (Rayon}-: 
Nylon), and former Young & Rubicam accoun}; 
executive, to Anderson & Cairns, N. Y., as ac} 
count executive, effective June 1. 


EDITH KRAMS WHALEY, media buyer at Anderson 
McConnell, L. A., has joined Stromberger, La}: 
Vene, McKenzie, L. A., in same capacity. 
FRANK E. CHEESEMAN JR., 49, v.p.-art, Erwin Wasey 
Ruthrauff & Ryan, Chicago, died May 10 ij 
Geneva, Ill. 


KARL GRUENER, tv account executive and commer 
cial producer with Guild, Bascom & Bonfiglj, 





ALLEN 


AND COMPANY 


NEGOTIATORS FOR THE PURCHASE AND SALE 
OF RADIO AND TELEVISION $TATIONS 
EVALUATIONS 

FINANCIAL ADVISERS 


REPORT OF FATES AND FORTUNES 








S. F., promoted to administrative head of agency’s 
Hollywood tv staff. 


CORY D. CLARK JR., formerly with Compton Adv., 
L. A., as senior account supervisor, joins Star- 
Kist Foods Inc., Terminal Island, Calif., as 
advertising manager. 


PAUL LeMAY, head of finished art studio, Kerker 
Peterson Hixon Hayes Inc., Minneapolis, takes 
on additional duties as radio and tv production 
chief. 


JAMES S. REIFSNYDER, media department, Gray 
& Rogers, named director of that department. 


A. J. BREMNER, v.p. and copy director, Foote, Cone 
& Belding, Chicago, appointed to newly-created 
position of creative director for agency’s Chicago 
office. He also will become permanent member 
of agency’s plans board. 


FILM 





NICK WEBSTER, director of 
Filmways Ine. N. Y., 
elected vice president of 
creative activity for Film- 
ways, and RICHARD R. 
SAGE, unit manager, 
elected as secretary. 


ROBERT A. SCHMID, vice 
president in charge of 
station relations for NTA 
Film Network, has re- 
signed. Mr. Schmid, who 
recently acquired owner- 
ship of WESC Greenville, S. C., plans to devote 
himself to further station acquisitions and other 
business interests in allied fields. LYNNE KRAU- 
THAMER, director of station servicing for Na- 
tional Telefilm Assoc., N. Y., named to new post 
of director of film operations for NTA and its 
sub-divisions, NTA Film network and NTA Pic- 
tures. 


WEBSTER 


PHIL COOPER, westcoast television producer-dis- 
tributor, joins Atlantic Television Corp., N. Y., 
as western sales executive, with headquarters in 
Hollywood. He will represent Atlantic in 11 
western states, Hawaii and Alaska. 


ROBERT HART, chief of studio construction for 
Transfilm Inc., N. Y., producer of tv film com- 
mercials and industrial motion pictures, ap- 
pointed technical supervisor of company. 


JOHN BUSHELMAN, film editor of Bel-Air Produc- 
tions, Hollywood, to Jurato Productions, Holly- 
wood. 


ROBERT MOONEY, southeastern sales executive for 
C & C Corp., and ROBERT MONTGOMERY, Associa- 
ted Artists Productions, to Guild'Films, as mem- 
bers of sales staff. Mr. Mooney will work in New 
York office and Mr. Montgomery in Dallas area. 


NETWORKS Sociiasuns anan aa 
ROBERT D. DAUBENSPECK, manager of research 
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PEOPLE contiNUED 


services, NBC Radio, N. Y., appointed manager 
of sales development and presentations in tele- 
vision sales, NBC Central Div. 


MARY KAY MURPHY, assistant manager of liter- 
ary rights division of ABC, promoted to man- 
ager of division. 


FRANK JORDAN, formerly overnight editor with 
NBC News, N. Y., appointed assistant director 
of NBC Central Div. News Dept., Chicago. 


CLAIRE MANN, radio-tv personality in N. Y., ap- 
pointed director of women’s activities for Con- 
cert Network, interstate fm network consisting 
of WNGN-FM New York, WBCN-FM Boston, 
and WXCN-FM 


WHCN-FM Hartford, Conn., 
Providence, R. I. 


STATIONS 


W. R. LITTLE, secretary-treasurer of Evening Star 
Broadcasting Co. (WMAL-AM-FM-TV Washing- 
ton), resigns, effective June 1, after serving in 
that capacity for 20 years. He also retires as 
comptroller of Washington Evening Star, parent 
corporation, and plans to move to Florida. FRED 
$. HOUWINK, general manager of WMAL-AM-FM- 
TV, elected to fill vacancy on company board. 
Other elections include JOHN H. KAUFFMANN, 
treasurer; WILLMOTT LEWIS JR., secretary; RICHARD 
STAKES, assistant treasurer. THEODORE N. Mc- 
DOWELL, program director of WMAL-TV, is as- 
sistant secretary. 





R. PETER STRAUS, program 
director WMCA New 
York, to v.p. in charge of 
programming. Prior to 
joining station this spring’ 
Mr. Straus was director 
of Washington branch, 
International Labor 
Office. 


SOL RADOFF, public rela- 
tions director and account 
executive, WMIL Mil- 
waukee, and OLIVER W. 
WEST, account executive, promoted to executive 
v.p. and sales manager, respectively. 





STRAUS 


ALBERT J. FILES, sales man- 
ager, WCAW Charleston, 
W. Va., named general 
manager. Mr. Files joined 
WCAW in 1950 as an- 
nouncer and became sales 
manager in 1957. 


JOHN |. HYATT, general 
sales manager, KTVI 
(TV) St. Louis, has re- 
signed. Mr. Hyatt has not 
announced his future 
plans. 





FILES 


CLAUDE E. WHEELER, with WCHS Charleston, W. 
Va., sales staff since 1951, has been appointed 
general sales manager of WCHS-TV. 


WARREN SAUNDERS, assistant manager, KTIX 
Seattle, Wash., promoted to station manager. 
ED LYTLE, KTIX manager, moves to KALI Pasa- 
dena, Calif., in line with Tele-Broadcasters’ ex- 
pansion of its Spanish language radio activities. 


G. MAX KIMBREL promoted from regional sales 
representative to station manager of WGTO 
Haines City (Cypress Gardens), Fla., Florida 
Broadcasting Div. of KSTP Inc. 


JERRY FRIEDMAN, formerly account executive, 
KYA San Francisco, joins KOBY San Francisco 
as sales manager. 


DICK OSBURN, radio salesman, joins KJIM Fort 
Worth, Tex., as sales manager. 


TONY KRAEMER, formerly advertising and promo- 
tion manager of WRCA-AM-TV New York, 
joins Crosley Broadcasting Corp. as sales de- 
velopment director. He replaces ANNE HETFIELD, 
recently resigned because of illness. 
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PATRON OF THE ARTS 


Wesley I. Dumm, president of KXA 
Seattle and gem connoisseur, has pre- 
sented a carved black star sapphire, 
one of the world’s largest, to the Pasa- 
dena, Calif., Art Museum for its per- 
manent collection. The gem, worth 
$60,000 in its original state and now 
considered priceless, was carved into 
a madonna and child, surmounted by 
the stone’s star, by sculptor Harry 
Derian. Mr. Dumm acquired “The 
Madonna of the Star” from the Ka- 
zanjian (Harry G. and James M.) 
Foundation, Los Angeles, for a “sub- 
stantial” contribution. The stone 
weighed 1,100 carats before carving 
and 545 after Mr. Derian finished. 




















GEORGE W. MAMAS, WCUE 
Akron, Ohio, promoted to 
local sales manager. Mr. 
Mamas joined WCUE 
sales staff in 1955 and be- 
fore that was. branch 
store advertising manager 
for M. O. Neil store (May 
Co.) and account execu- 
tive with Akron station. 


JACK DECKER, operations 
manager and chief copy- 
writer, WVET Rochester, 
N. Y., named program director, succeeding PAUL 
C. LOUTHER, recently named station manager. 


RON JUERGENSEN (DOUGLAS), formerly with 
KBKC Mission, Kan., as announcer, joins KLWN 
Lawrence, Kan., as program director. 


WILLIAM SHARTON, general 
manager, KIOA Des 
Moines, Iowa, named di- 
rector of national sales 
for Public Radio Corp. 
(KIOA and KAKC Tulsa), 
and RAY CARNAY, KIOA 
mobile news units direc- 
tor, promoted to director 
of public relations for 
station. 


HORACE LOGAN, formerly 
chief announcer-program 
director, KWKH Shreveport, La., joins KCUL 
Dallas, as program director. 


SHARTON 


NAT ALBRIGHT, Dodgers sportscaster, named di- 
rector of sporting events for WINX Rockville, 
Md. 


JACK F. JOYNER, formerly with WBIR and 
WNOX Knoxville, Tenn., joins WSIX-AM-TV 
Nashville as news director. 


CHARLES H. (HANK) POINTEL. WSJS Winston-Salem, 
N. C., named news supervisor of WSJS-AM-TV. 


BOB RUNYON, news director, WKHM Jackson, 
Miss., joins WKMH Dearborn, Mich., in same 
capacity. 


JOE KLAAS, executive manager, KCSB San 
Bernardino, Calif., joins KITO San Bernardino 
as director of merchandising and national sales. 
JAMES K. WILSON, formerly with Campbell- 
Mithun, Minneapolis, joins WCCO Minneapolis 
as account executive. 

W. E. (BILL) MADDOX, sales staff, Universal Film 
Exchange, Oklahoma City, joins KWTV (TV) 
Oklahoma City as salesman. 

KENNETH E. CONWAY, announcer-newsman, joins 
WHTN-TV Huntington, W. Va., news photog- 
raphy staff of station’s Charleston studios. 
JOHNNY WALKER, radio personality, joins WEJL 
Scranton, Pa., announcing staff. 


DICK HAYNES, d.j.. KLAC Los Angeles, 
KXLA Pasadena, Calif., effective June 2. 


joins 


WINNIE AHRNS, WGAF Valdosta, Ga., and DICK 
BROWW, WRAD Radford, Va., join WBLU Salem, 
Va. 


CARL E. GEORGE, v.p. and general manager of 
WGAR Cleveland, named group chairman of 
Greater Cleveland’s United Appeal. 


W. FRANK HARDEN, managing director, WIS 
Columbia, S. C., elected v.p. of local sales Ex- 
ecutive Club. 


F. C. (MIKE) STRAWN, director of promotion and 
publicity for KCMO Kansas City, Mo., elected 
president of local Press Club 

PATTI SEARIGHT, program director, WTOP Wash- 
ington, elected second v.p. of local Women’s 
Advertising Club. 

LOUIS J. LINK, 55, chief engineer, WSUN-AM-TV 
St. Petersburg, Fla., died May 11 following brief 
illness. 


REPRESENTATIVES st 


CYRUS N. OSTRUP JR., most recently with MCA-TYV, 
joins McGavren-Quinn Co., L. A., as account 
executive. 


MANUFACTURING = a 
CURTIS W. SYMONDS, formerly with Raytheon 
Mfg. Co., Newton, Mass., in accounting super- 
visory post, to Sylvania Electric Products Inc.’s 
semiconductor division, Woburn, Mass., as con- 
troller. 

DR. WILLIAM H. DUERIG, formerly manager of en- 
gineering research and development division, 
Electro-Mechanical Research Inc., appointed 
v.p. for engineering and research at Midwestern 
Instruments Inc. (including Magnecord Div.), 
Chicago. 








HARRY SCHECTER, formerly 
general manager of Mo- 
torola division of Warren- 
Connolly Ine, N. Y,, 
named general manager 
of Zenith Radio Corp., of 
N. Y. He assumes full 
charge of Zenith’s wholly- 
owned subsidiary which, 
from headquarters in 
N. Y., handles distribu- 
tion of Zenith products in 
greater N. Y. metropoli- 
tan area, L. I. and four 
counties in upper N. Y. state. ROBERT L. ANDER- 
SON, formerly director of market research for 
home products division of Rheem Mfg. Co., joins 
Zenith Radio Corp. as manager of company’s 





SCHECTER 





C. Grahl (1), radio-tv timebuyer, Wil- 
liam Esty agency, New York, presents 
his own oil painting made especially 
for Venard, Rintoul & McConnell, | 
New York, station representative, to 
two of the partners, Jim McConnell | 
(c) and Steve Rintoul. The picture will | 
be hung in the reception room of the | 
firm’s new offices. Painted discreetly 
on the work is a street with Venard’s | 
saloon, McConnell’s palm _ reading 
parlor and Rintoul’s laundry. 


| 
INDUSTRY COMMISSION: Richard | 
| 





| 
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SALES TALENT at WPEN Philadelphia is being backed up with a new policy of 
putting local salesmen under contract for three years, as announced by William 
B. Caskey (2nd from r), WPEN executive vice president. With him (1 to r): Erwin 
Rosner, general sales manager; Clayton S. Staley, Jules Corotis, and Edward F. 
Callahan, all of local sales. Local salesmen have been put under contract “to 
guarantee advertisers the best in service after the sale,” Mr. Caskey explains, adding 
that service to accounts is a WPEN trademark. Members of the local sales corps 
have been with the station from two to five years. 


another hit 


in Washington, DSC. 

the top station from 

noon to 10 p.m. Monday 
through Friday ... . without 


a hint of loading ratings ... is 


wmal-tv 


SHARE OF AUDIENCE 








market research and sales statistics department. 
ARTHUR A. CURRIE, formerly merchandising man- 
ager of tv division, Westinghouse Electric Corp., 
joins Zenith as district sales representative for 
Charlotte and Raleigh, both North Carolina; 
Knoxville, Tenn.; Norfolk, Va., and Columbia, 
» 


JOHN T. THOMPSON, presently manager of dis- 
tributor sales for GE’s electronic components di- 
vision, to Raytheon Mfg. Co. as manager of new- 
ly-formed distributor products division June 1. 


ERNEST MORTENSEN, manager of Packard-Bell’s 
Albuquerque, N. M., office named manager of 
new regional sales headquarters established in 
Dallas. 





PROFESSIONAL SERVICES : 


G. WARREN CARHART, midwest district manager, 
Standard Rate & Data Service, to Allen Kander 
& Co., station-newspaper broker, as head of 
Chicago office. 


WAYNE WILLE, formerly manager of tv press 
information CBS, Chicago (WBBM-TV), to ac- 
count executive staff of Aaron D. Cushman & 
Assoc., Chicago public relations firm. 


LOU SIEGEL, resigns from Frank Cooper Assoc., 
talent agency, to devote his activities to tv 
production. 






TRADE ASSNS. 


AUGUST NELSON has been named v.p. in charge 
of relations activities for American Assn. of 
Advertising Agencies, succeeding RICK SCHEID- 
KER, recently named senior v.p. and transferred 
from relations activities to region, council and 
membership. 


= 


J. PAUL SCURLOCK, Bell Telephone Co., elected 
president of Pittsburgh Radio & Tv Club for 
1958-59. He succeeds BILL KELLEY, KDKA-TV Pitts- 
burgh, who becomes director. LES STERNE of 
Smith, Taylor & Jenkins is new first v.p. Other 
Officers include SID BERLIN, WWSW, second v.p., 
M. J. (DUTCH) ALTENBAUGH, Bell Telephone Co., 
third v.p.; DOROTHEA PEFFERMAN, Joseph Horne 
Co., secretary; ELEANOR M. SMITH, Friedman & 
Rich, treasurer; MAX REILLY, KDKA-TV, director; 
ALICE JOHNSON, WCAE director; BILL MORRISSEY, 
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Ketchum, MacLeod & Grove, director, and direc- 
tors whose terms have another year to run are 
STEVE ROONEY, WAMP; CY ACKERMAN, WTRF-TV, 
and JAY REICH, Jay Reich Adv. 


LOUIS BENITO, Tampa (Fla.) advertising agency 
president, elected to governor of fourth district 
Advertising Federation of America. H. NEED-| 
HAM SMITH, sales manager, WTRF-TV Wheeling, 
W. Va., has. been elected governor of fifth 
district of AFA, succeeding SYDNEY E. COWLIN, 
Eaton Mfg. Co., Cleveland. Mr. Cowlin was 
named district board chairman. 


M. A. J. (TIM) HEALY, member of Production Code 
Administration staff, Motion Picture Assn. of 
America, named Hollywood director of Adver- 
tising Code Administration, succeeding SIMMON 
LEVY, who has retired after 25 years in that post 


FREELON M. FOWLER, manager of public relations 
programming, ABC-TV, appointed public rela- 
tions director for Institute of High Fidelity 
Mfrs., N. Y. 


PERSONNEL RELATIONS 


SEYMOUR BERNS, director of CBS-TV’s Shower of 
Stars and Red Skelton Show, was elected presi- 
dent of Radio & Television Directors Guild, L.A. 
succeeding JACK DONOHUE. WILLIAM A. BENNING, 
TON was elected vice president; TOM BELCHER 
secretary; MISS MAURY ORR, treasurer. New coun4 
cil members are BOB BANNER, JOHN FRANKEN, 
HEIMER, BUSS KULIK, PAUL NICKELL and ALAN YOR, 
KIN. Continuing for another year as councilmen 
are SAM GARY, BOB HENRY, LEONARD HORN. 


INTERNATIONAL * 


CHARLES M. TIERNEY promoted to general saleg 
manager and promotion manager of CKVR-TV 
Barrie, Ont., with RICHARD CUTLER as regional] 
sales supervisor. EDWARD DELANEY to regional] 
sales manager of CKVR-TV and CKBB Barrie 
and ERIC JACKSON as sales supervisor of CKBB 





ARTHUR P. FITZGIBBONS, station and sales manager 
CKMI-TV Quebec City, Que., named director of 
operations for CFCM-TV and CKMI-TV Quebed 
City. 


FRITZ SHARP, reporter of Kirkland Lake (Ont. 
Northern Daily News to news department of 
CHEX Peterborough, Ont. 











noon to . .m. | ~ when all 4 
re | Sunday Saturday 
WMAL-TV 31.7% 28.9% 
Station 2 29.3% 31.3% 
Station 3 24.7% 28.7% 
Station 4 - 13.9% i.1% 
ARB/April 8-14, 1958 
represented by H-R Television, Inc. 
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Where else in this whole country will you find satellite 
markets that total 33% richer and 50% bigger than the 
metropolitan trading zone itself ? Or a universe that has 
such a big, rich central market and such important 
satellite markets ? 


where else... 


— does a central market exert such an economic pull on 
so many specific areas that are retail trading centers 
in their own right ? 

—do you find such a widespread marketing area covered 
from one central point . . . and by WFBM-TV! 

—can you buy just one station with no overlapping 
penetration by basic affiliates of the same network ? 


only here—in Indianapolis on WFBM-TV—can 
you buy more honest market penetration, more con- 
sumer influence, for fewer dollars expended than any- 
where else. Now it will pay you to take another, longer, 
better look! We are proud of our current ARB. 


The Nation’s 13th Television Market 


... With the only basic NBC coverage 
of 750,000 TV set owning families, 


a See pane 
il 


. Its satellites bigger! 


°° . *9 ' . . . 

“@. Indianapolis itself —Major retail 
area for 18 richer-than-average counties. 1,000,000 pop- 
ulation— 350,600 families with 90% television ownership! 


o°7 ‘ *e . 

A@y 12 Satellites —kach a recognized 
marketing area—and well within WFBM-TV’s basic 
area of influence. Includes Marion + Anderson + 
Muncie - Richmond +« Bloomington «+ Vincennes + 
Terre Haute + Danville, Illinois » Lafayette + Peru 
* Logansport « Kokomo. 


Represented Nationally by the KATZ Agency 
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Advertising Age recently headlined, 
“If Daily Hits Tv Show, Pull Ads, 
Gardner Says,” and went on to quote 
syndicated columnist Hy Gardner as 
stating, “If I had a show which was 
being lambasted with great glee and 
regularity by a newspaper’s television 
critic . . . I'd yank my ads for that 
show out of that paper quicker than 
you can drop an option.” 

The same week, under the heading 
“Do-It-Yourself,” Editor &. Publisher 
editorialized approvingly on a “help- 
stamp-out-tv” telephone “survey” con- 
ducted by Ernest A. Doepke Jr. of the 
Harrisburg (Pa.) Patriot-News, in which 
Mr. Doepke determined that “only 
147 or 30%” of the 474 Harrisburg 
citizens called were tuned in to the 
President’s missile message on tv. 

I’m afraid Mr. Doepke and E&P 
are spitting into a hurricane, and Hy 
Gardner had better move his glasses 
down and take another look around. 


The double-barreled truth is: (1) No 
successful television operation § can 
realize optimum audiences for many of 
its programs without the use of news- 
paper tune-in advertising; (2) no news- 
paper “anti-tv” effort can stop the fan- 
tastic and continuing surge of television 

. and newspapers may as well take 
the age-old advice and “relax and enjoy 
it.” Ironically enough, tune-in advertis- 
ing billings from television stations, net- 
works and sponsors this year may well 
spell the difference between total linage 
gain and loss for many newspapers. 

First, a look at tune-in advertising for 
broadcasters. It rates second only to on- 
the-air promotion in the judgment of 
most professional broadcast promotion 
men. And most sponsors and their 
agencies agree. You just can’t ignore 
57,805,445 tv log pages a day, dis- 
tributed to the viewers of America by 
some 1,750 daily newspapers. 

Furthermore, these log pages are 
read by more than 50 million people a 
day, making them one of the best-read 
sections of the newspaper—better than 
most general news pages, the women’s 
section, the amusement pages, any page 
in the sports section except page one, 
or even the obituaries. 

More important, of course, is the at- 
tention accorded the program tune-in 
ads themselves. Television program ads, 
whether placed by the broadcaster or 
the sponsor, are better read than any 
other category of national display ad- 
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PPE PO ee oD 


from R. DAVID KIMBLE, senior account executive for NBC, Grey Adv. 


Tv, newspapers and tun 
The competitors need e 


vertising. Better than one out of four 
men newspaper readers, and one out 
of three women readers, look at the 
average 400-line tune-in ad. That’s a 
mighty sweet ratio going for you. 
Most important of all is whether all 
this can cause the dials to click on for 
you. This is the multi-million dollar 
question. Nobody knows for sure, but 
this much we do know: few regular 
television programs (or “specials” for 
that matter) have ever really gotten off 
the ground without the use of at least 
some newspaper advertising. Possibly 
this is true because with the stakes as 
high as they are, few broadcasters 
and/or sponsors care to take the risk of 
not using newspaper log page ads. 


CAN’T SAVE A TURKEY 


Certainly, no amount of newspaper 
or any other kind of advertising can 
draw viewers back to a real turkey 
which they’ve sampled and turned away 
from. On the other hand, there are 
numerous instances where well-planned 
newspaper advertising (integrated with 
equally well-planned on-the-air and 
other promotion) has had a reasonably 
traceable effect upon ratings. Among 
the “specials” which could be cited 
from our own experience are Jack & 
The Beanstalk, Annie Get Your Gun, 
the Jerry Lewis shows and the Shirley 
Temple Storybook series. And among 
the regular NBC programs, certainly 
a portion of the success of such varied 
hits as Wagon Train, Perry Como, The 
Price Is Right, Steve Allen, Restless 
Gun and Polly Bergen could be at- 
tributed to the strong newspaper ad- 
vertising support NBC has given them. 

It is undoubtedly true, of course, that 
some tune-in advertising is wasted, with 
little or no effect upon the viewer’s 
actions. To which dilemma we can only 
take consolation from John Wana- 
maker’s droll admission, “I know half 
of my advertising is wasted; the only 
trouble is that I don’t know which half.” 


R. David Kimble, senior account executije for NBC, 
Grey Adv., N. Y. Schooling: Knox College|\and Chicago 
Theological Seminary. Began writing promotion for 
NBC Central Div. in 1946. Switched to 
cago in 1950 as promotion director. Joine\l Radio Ad- 
vertising Bureau in 1952 as national promojion director, 
moving to New York. Joined Grey in 1956 
Executives Club, Radio-Television 
Society, Broadcasters Promotion Assn. While at WBBM, 


Sales 


eliminated competing promotion 


WIND by marrying her. Keeps her hopeessly out of 
competition with four children in Crestwood, N. Y. 
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Now, let’s take a look at what the 
2wspapers are getting out of this. 
Last year $17,987,000 was invested 
ij: newspaper advertising to promote 
tjine-in to network and local television 
and radio programs. This is more 
rioney than 51 out of the 65 categories 
(Ineasured by Media Records) put into 
rewspaper advertising—bigger than 
zriculture, amusements, tires, confec- 
tions, coffee and tea, soft drinks, hotels 
id resorts, furniture and furnishings, 
ifisurance, cigars, dentifrices, toilet 
spaps, railroads and many other sup- 
fosedly more important businesses. 
Furthermore, this radio and television 
tline-in dollar volume was up 25.3% 
dver 1956—$3,635,000, the greatest 
dollar volume increase of any type of 
Yusiness. In just five years, newspaper 
dvertising linage placed by stations, 
etworks and sponsors has more than 
oubled—from 14,345,125 lines in 1952 
tb 31,119,665 in 1957—and may double 
gain within the next five years . . . re- 
ilting, ironically, in newspapers’ big- 
2st competitor ranking among their 
alf-dozen biggest clients. Tune-in ad- 
Vertising represents possibly the biggest 
gngle linage opportunity of the year. 
But opportunity knocks most often 
t doors that seem most inviting, and 
lany newspapers would do well to 
isue a few invitations. Such as applying 
cal line rates to local station tune-in 
dvertising. And for the network and 
1e national sponsor (and other national 
dvertisers, for that matter) volume and 
requency discounts like those the local 
dvertiser earns. And, with the increas- 
1g importance of color tv program- 
1ing, the planned and regular use of 
OP color on the television log page. 
Television and newspapers are in- 
qisputably competitive—for the public’s 
{me and for the advertiser’s dollar. At 
fhe same time, they need each other 
4—today more than ever before. So come 
qut fightin’ fellas . . . but let’s lace each 
qther’s gloves. 
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EDITORIALS 


Film Frenzy 


HE news out of the television network programming depart- 

ments inspires a whimsical suspicion that the NTA Film Net- 
work is in for some stout competition this fall—from the live net- 
works. 

They’re cutting back on live and adding film. On the basis of 
current planning it is safe to say that, taking all the networks 
together, regularly scheduled nighttime programming in the 1958-59 
season will have the highest film quotient since television grew up. 

Kraft Television Theatre, Studio One and a number of other 
long-time live programs will be gone, replaced entirely or in part by 
film entries. Only at ABC-TV is there a clear likelihood that film 
usage will not increase, but already ABC-TV uses film much more 
freely than CBS-TV or NBC-TV. 

This is not to belittle films. The substantial percentage of time 
devoted to these programs is in itself proof enough of their im- 
portance. Without them, networks and stations would be painfully 
beset, and audiences the poorer. 

Yet there is reason to regret the trend, if that is what it is. For 
with the passing of the Studio Ones and the Kraft Theatres the area 
for experimentation and development is narrowed. If it is a trend, 
and if it continues, there is a danger that uninventiveness, a sort of 
program rigor mortis, will set in—not from the films themselves 
but from the fact that experimentation has been restricted. 

Films, however high their value to the program structure, have 
never been noted as a medium for experimentation. To live and be 
lively, television must make sure that it sets aside time in which to 
try the new and different. Out of experimentation come the program 
hits of the future, the further development of television; eliminate 
it and mediocrity necessarily follows. 


Oversight Derailed Again 


NSTEAD of getting “back on the track,” the House Oversight 

Committee has been derailed again. It has been agitated into re- 
suming an investigation of purported influence-peddling in contested 
television cases when its stated objective was to determine whether 
administrative agencies were following the congressional intent. 

How was the committee goaded into resumption of the investiga- 
tion of individual television cases? Probably by published reports 
attributed to Rep. Moulder (D-Mo.), former chairman of the 
embattled subcommittee, that the present chairman, Oren Harris 
(D-Ark.), was trying to kill the inquiry and sweep the misconduct 
allegations under the rug. 

We do not question the right of the subcommittee to examine 
television licensing, case by case. But if it devotes its energies to 
that, and follows through on complaints made by every disgruntled 
applicant, it is undertaking a job that could run 10 years. It will 
be duplicating the functions of the FCC and, indeed, of the courts, 
to which most of the aggrieved go anyway. Besides, a Federal 
grand jury is already inquiring into alleged improprieties. 

The only surcease members of the FCC have had from the 
congressional strafing came at the NAB convention in Los Angeles. 
There they received a vote of confidence from the nation’s broad- 
casters, and the encouragement they sorely needed. It wouldn’t 
surprise us to hear certain Oversight Committeemen criticize FCC 
members for attending that convention on grounds of “fraternizing.” 

NAB President Harold E. Fellows must have anticipated this, 
because in his forthright annual address, he thanked the FCC 
members for attending and said he thought it “proper that they 
should be here.” He paid tribute to them for their contributions, and 
those of their predecessors, to the development of America’s free 
broadcasting. It was the right note, perfectly timed. 

The charge of fraternizing is clap-trap. Most members of Con- 
gress know this because there is no gredter body of fraternizers, 
including a good measure of freeloaders, than in Congress. 

The Oversight Committee has a useful mandate. That is in 
overseeing the independent agencies and determining whether they 
are following the will of Congress. So far, under the chairman- 
ship of both Moulder and Harris, this has been sidetracked into 
the areas that make headlines but not legislation. 

Isn’t it time for the House leadership to step in? It should 
insist that the subcommittee proceed under its specific mandate. 
The alternative would be to cut off its appropriation. 
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“I hear it’s one of the few uhf stations that’s actually making a profit.” © 


Chicago Could Be Worse 


OR the first time, NAB’s annual convention can be viewed in ~ 
retrospect with the aid of factual analysis as well as from social © 
and commercial aspects. A serious and professional effort to find out 
what is good and what isn’t so good about the convention was made 7 
by The Pulse Inc., on commission by BROADCASTING. 


NAB’s board will find support in the Pulse survey for its plan § 
to limit future conventions to top ownership and management 7 
delegates. A majority—57%—of station delegates polled at the Los ~ 
Angeles meeting voiced their approval of the board’s decision to 4 
cut the convention down to top-brass proportions. } 

But the board will find food for reflection in the Pulse findings © 
dealing with the annual equipment and station-service exposition. © 
Here the sentiment is in sharp contradiction to the board’s plan ~ 
to allow equipment exhibits but to shut the doors to film, transcrip- 7 
tion, news, research and other service enterprises that regularly ~ 
do business with radio and tv stations. 


The Pulse surveyors, who interviewed 13.7% of all delegates ~ 
registered April 28, found that only one out of five—19.5%—of 
station delegates are in favor of the board’s relegation of service 
exhibitors to the circuit-riding schedule of eight autumn conferences, 
with 63.1% advocating that NAB retain its exhibition format. 

Even if the board sticks to its freeze-out of service exhibitors, the 
policy may be partly frustrated by the expressed intention of many 
associate members to set up unofficial quarters at Chicago next 
year in non-convention hotels. 


A fortnight ago at Los Angeles the main convention problem 
was the scattering of functions and delegates over the vast Los 
Angeles territory. It could happen again at Chicago if the desire 
of broadcasters to associate with their associate members is ignored. 


Caesar Lays Down His Scepter 


FTER 18 years as the self-perpetuating president of the Ameri- 

can Federation of Musicians, James Caesar Petrillo has de- 

cided to mute his trumpet. He won’t be a candidate to succeed 
himself next month. 


Jimmy says he is not a sick man, but that he is “tired.” Tired, 
no doubt, of the suit filed by the former members of Hollywood 
Local 47 seeking about $13 million in damages growing out of his 
“make-work” program; tired of the secession of members of Local 
47 and the organization of a competitive union, to reap the rewards 
of their labors from film and other recording, and from reruns on tv. 

There comes the end of the dynasty of every despot. Jimmy 
isn’t waiting until he is deposed. It is to be hoped that his suc- 
cessor will have learned a lesson from Jimmy’s turbulent reign, 
notably that made-work cannot legally control the economics of 
broadcasting. 
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no schemes to worry about 


JACK HARRIS, Vice President and General Manager » JACK McGREW, Station Manager - EOWARD PETRY & CO., National Representatives 
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Gaiety, grace, poise are characteristics of this charming 
southern city. Busy distribution point for America’s south- 
east. Cultural center of art, literature, education. 


Atlanta loves Bartell Family Radio... its companionable 
music, neighborhood news with thoughtful editorial capsules, 

its sentimental reminiscences, exciting games for family fun. 

More than a decade of Bartell radio leadership has produced 

programing based upon local customs, tastes under local management. 


Uniquely Atlanta in quality and manner, WAKE radio bears the 
Bartell Family Radio stamp of scholarship, showmanship, salesmanship. 


Bartell Ut..and Sett [t! 


BARTELL : 
FAMILY = [Kua] 





COAST 10 COAST 


AMERICA'S FIRST RADIO FAMILY SERVING 15 MILLION BUYERS 
Sold Nationally by Adam Young, Inc. for WOKY The KATZ Agency 








